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“... replies 
are still 
coming in 


There is nothing quite like JOHN 
BULL anywhere for “reader response.” 


Advertisers have been quick in 
appreciation of its pulling power and 
say, even long after the appearance 
of their message—“‘replies are still 


coming in.” 
Make JOHN BULL a “must” in any 


scheme which appeals to the family 
and home. 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W. ALL-ROUND VALUE AND A SQUARE 
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ADVERTISER'S WEEKLY 


TO THE 


LETTERS 


EDITOR 


Fashions Change 
In Advertising 


Sin,—Reading the letter 
“Modesty takes a back seat” 
(September 6), | am reminded of 
Bernard Shaw’s remark that most 
medical discoveries are regularly 
made every twenty-five years. 

So it is with advertising tech- 
nique. During a somewhat lengthy 
connection with the profession 
1 have seen many fashions come 
and go, and come back again. 

l can remember a time when 
the use of superlatives was con- 
sidered very bad practice. Now 
Mr. Ryan does well to remind 
us that the pendulum has swung 
too far in the opposite direction. 

When I first came into adver- 
tising a jumble of type faces in 
an advertisement was quite per- 
missible. Then it became the 
fashion to use only the various 
fonts of a single face, with well- 
balanced areas of white space. 
Now there is a growing tendency 
to use “mixed” faces again. 

Plain assertion gave place to 
“reason why” copy, which in 
turn has been replaced by a more 
light-hearted treatment. 

And so it goes on. Mr. Ryan 
must not judge us by a single 
copy of Punch. 

J. K. CLAYTON. 
J. K. Clayton Advertising Agency. 


Verse and Worse 


Sir,—Wilton Evan (August 23) 
had some reflections on “verse” 
slogans such as “Be wiser—read 
the Advertiser.” There js the fas- 
cination of wondering whether 
the authors ever intended them 
to rhyme? We have one “A 
Weekly Date since 1858.” It is 
in the same category as “To stop 
the train, pull down the chain.” 
As a perpetration like getting a 
number to rhyme with a word 
makes one blush, I sign myself, 


S. VIOLET 


Cuillty Colour TS ttaling with sew tee 


Colour And Camera Craft 


Sir,—In his article on Display 
and Commercial Art (August 30) 
your correspondent referred to 
the tendency of one colour io 
predominate all over the picture. 
This fault may result from several 
causes, all of which lay within 
the scope of the photographer to 
rectify. 

Stale film, incorrect processing, 
or failure on the part of the 
photographer to correct the 
colour sensitivity of his film to 
the appropriate colour tempera- 
ture of his lighting, may all result 
in predomination of one colour. 

By the use of suitable colour 
correction filters. any adjustment 
can be made to correct the over- 
all colour sensitivity of the film. 

It was further stated that 
“owing to the small degree of 
latitude in exposure, it is diffi- 
cult to use really dramatic light- 
ing effects.” 

The fact that a colour film has 
a “small) degree of latitude in ex- 
posure” simply implies that the 
photographer is required to cal- 
culate the exact exposure for the 
effect required. It is in no way 
detrimental to the final result. If 
the photographer is unable to 
assess his exposure at the time 
of shooting,.there is nothing to 
prevent-him making a sufficiently 
wide range of different exposures 
in order to ensure hitting the most 
favourable. 

Although it is customary to ad- 
vocate the use of a much flatter 
lighting system for colour plates 
than is employed for black and 
white, this is merely a matter of 
artistic preference. 

In a colour photograph the in- 
herent colours of the subject 
matter are allowed to play their 
own part in the success of the 
picture, and “dramatic” lighting 
is only employed when it is artist- 
ically desirable. 

When dramatic lighting is re- 
quired, there is little that does not 
lie outside the photographer's 
personal skill to prevent him 
from obtaining any result he 
requires. 

Admittedly he frequently has to 


employ a different lighting tech- 
nique to that of a black and 
white photographer (e.g. to render 
a shadow rich with colour and yet 
not jet black, he must often over- 
light his shadow area in order to 
allow for the difference between 
his film’s range of contrasts and 
that of the human eye), but this 
ability is only to be expected from 
any competent craftsman. 

No amount of flexibility in 
exposure would be of any assist- 
ance in the taking of successful 
air-to-air photographs in colour. 
Excess of ultre-violet light and 
the presence of ground haze are 
to blame here, and provide no 
more of a problem in colour than 
in black and white. What must 
be appreciated, however, is the 
fact that an aluminium aircraft 
naturally reflects the surrounding 
blue of the sky, and consequently 
photographs bldtsimply because 


it is blue. 
, JOHN DIXON, 
Studio Graphis. 


Attendances At 
Brussels Fair 


Sin,—You published in your 
issue of August 2 a statement 
about this year's International 
Trade Fair at Brussels supplied 
to you by the British Export 
Trade Advertising Corporation 
This is not altogether correct. 

The number of foreign visitors 
had not gone down this year. 
Registered foreign visitors num- 
bered 15,564 against 14,994 in 
1950—an increase of 570. Belgian 
visitors increased by 100,000 over 
the 1950 figure. 

The smalj reduction in the 
number of exhibitors is due to 
the fact that this year there were 
58 fewer American exhibitors 
compared with 1950, a decrease 
which can be well understood in 
view of international problems 
and in particular the war in 
Korea, But the fact remains that 
the total available floor space of 
105,000 square metres was 
booked; indeed, as is the case 
each year, we were obliged to 


refuse applications for more 
space. 

The B.E.T.A.C. report also 
refers to the attraction of the 
Liége Trade Fair for machine tool 
trade exhibitors who formerly 
took part in the Brussels Fair. 
The decrease in representatives of 
machine tools at Brussels 
amounted to only 2 per cent and 
1 should emphasise that so far 
as concerns motors, wood mach- 
ine tools and mechanical con- 
struction, which are all very close 
to machine tools, we were forced 
to enlarge the available space by 
2,000 square metres and it was 
in this special section that we had 
to refuse most demands. 

_ L. COOREMANS, 
Managing Director, Brussels 
International Fair. 


The Word Which Is 
‘Most Abused’ 


Sin,—A “creative” artist or 
writer would starve in the adver- 
tising business as readily as he 
does out of it. 1 have long con- 
tended that it is the most abused 
word in advertising English to- 


ay. 
_ Now, there appears an adver- 
tisement for a “first-class creative 
space-salesman.” Perhaps some- 
body could tell me, in my ignor- 
ance, the difference between a 
creative space salesman and a 
derivative space salesman or for 
that matter a creative office-boy 
and a derivative one—or more 
simply: what constitutes a crea- 
tive space-salesman? 

ROBERT BRETT, 
22 Gayton Road, 
Hampstead. 


A second international number 
of the Laundry Record is pub- 
lished this month. Sections are 
included in French and German. 
The issue is largely devoted to a 
survey of British developments 
and achievements in the laundry 
trade during the past few months. 


——" 
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If it’s your business to be well 
informed on advertising media— 
watch WOMAN’S ILLUSTRATED! If you 
agree that sparkle, liveliness and 
readability build reader confidence— 
watch WOMAN’S ILLUSTRATED! If you’re 
a space buyer, advertiser or accounts 
executive ... if pulling power and pep 


are what you look for in a woman’s 


magazine — use WOMAN’S ILLUSTRATED, 
and watch results! 


a F PAGE RATE 
AN A°‘P PUBLICATION 4 £250 
= 43° WEEKLY 


t~< 


A.W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSHIIARRINGDON ST. LONDON 
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The Case of the Fly Fly-Orchid 


Scene: a Tuesday morning early in May, and the Fly- 
Orchid is blooming. Too early, as usual. No bees about. 
Only a few half-hearted flies. No cross-pollination. No 
more little Fly-Orchids. Finis... 

Wait! Wednesday’s a fine day, too, and (pop! pop! pop!) 
hundreds of worried little wasps called Gorytes mystaceus 
are hatching out. But — mark this — only the males. 
The females are still in the egg. 

Well? Well, it seems that the flowers of the Fly-Orchid 
(Ophrys muscifera), which to you and me closely resemble 


small flies (Musca domestica), are to the male Gorytes 

mystaceus practically indistinguishable from the female 

Gorytes .. . They find out the 

difference, to be sure, but by that time the wily little 
Fly-Orchids have been pollinated. 

Then (pop! pop! pop!) the real lady wasps are hatched, 

and ... Just so. 


Buzz - buzz - buzz! 


What a complicated business. So different from The 
Countryman which is recognised immediately by 700,000 
readers 4 times a year. (And there’s pollen on every page). 


The Countryman 


Now in its twenty-fourth year, The Countryman is selling over 70,000 copies per issue: 
and the subscriber-demand steadily increases. There is scarcely a human need that can- 
not be successfully made known to discriminating people through its advertisement pages. 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, “ THE COUNTRYMAN”, 10 BOUVERIE STREET, E.C.4. TEL: CEN. 9161. 
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A SILENT SALESMAN 


THURSDAY, SEPTEMBER 13, 1951 


Tunbridge Wells Conference 


WANTED: A Conversion Rate 
For Readership And Sales 


WHAT CREATIVE ADVERTISING 
REQUIRES FROM RESEARCH 


OW can research 


help the creative side of advertising to 


produce advertisements that will have the maximum effec- 
tiveness in creating sales? This question was debated on Monday 
at the international conference of market and opinion researchers 


being held this week at Tun- 
bridge Wells. The conference, 
by the Market 


(World Association for Public 
Opinion Research). Delegates 
number over 120, from 15 
countries. 

It is the first joint gathering to 
be held in Great Britain and 
never before have so many con- 
cerned with research met to con- 
sider its problems. This goes to 
show, said Graeme Cranch, presi- 
dent, Market Research Society, 
welcoming delegates on Monday 
at the Spa Hotel, how the profes- 
sion has growg in influence and 
importance. 

C. D. Reventlow (Copenhagen), 
president, E.S.0.M.A.R., and 
John F. Maloney (New York), 
president, W.A.P.O.R., also made 
speeches of welcome, 

Dr. George Gallup (U.S.A.) 
presided at the session organised 
by E.S.O.M.A.R. on “How Re- 
search can help the Copywriter.” 
The discussion was opened by 
Harry Jones, president, Advertis- 
ing Creative Circle, who chal- 
lenged the researchers by stating 
in provocative terms what he, as 
a creative man, needed from 
them. 

Here are some points he made: 

The manufacturer always feels 
there is a need for his product. 
We're not always so sure whether 
his opinion is justified. The re- 
search department can tell us. 

Research should be able to 


point the way to new and ex- 
tended uses of a product, thereby 
providing a new campaign theme 
and helping to open up new 
markets. 

Up-to-date information is 
needed about new retail outlets. 
Have their customs and methods 
changed considerably since the 
war? Is self-service going to grow 
here as in the U.S.A.? 

Makers of industrial products 
want to find new outlets. Research 
can tell them. 

Farming is a re-vitalised indus- 
try needing investigation. How, 
for example, can we most effec- 
tively appeal to the farmer’s wife? 

When preparing advertisements 
for export, in most cases we grope 
in the dark. Guessing is just not 
good enough. We want to know 
the right copy platforms for the 
countries concerned. 

We need pre-testing, not only 
of single ads., but to assess the 

@ Continued on next page 


At the opening session. Left to right: C. D. Reventlow, president, 


E.S.0.M.A.R.; G 


raeme Cranch, president, Market Research Society; 


John F. Maloney, president, W.A.P.O.R. 


Penney Will Be Sales Managers’ 


ad ow = « 


R. H. Penney 


Next Chairman 


The council of the Incorporated Sales Mana- 
gers’ Association have appointed R. H. Penney, 
advertisement director, Northcliffe Newspapers 
Group, as their chairman-elect. In November 
next he will succeed W. E. Wheatley, sales direc- 
tor of H. J. Packer & Co., Ltd., and Charles 
Bond Ltd. 

Although the Association has been in exist- 
ence since 1911 and has 4,500 members drawn 
from all sections of industry, the office of 
national chairman has not until now been given 
to anyone connected with the Press. 

Mr. Penney qualifies for membership as the 
head of a selling force in London and in the 
provincial areas where Northcliffe newspapers 
are published. He joined the Association in 1931. 


“SCANNING THE PROVINCES” 


A Factual 
Survey 
of 
jo Towns 
& Districts 


WHEL ONINAY 8 


SiNUAONS 


Executives should apply FOR FREE COPY to R. H. PENNEY, 


Advertisement 
Northclifie Newspapers Group Ltd., Carmelite House, London, E.C.4. Cen. 6000 
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cumulative effect of a whole cam- 
paign. 

We know a great deal about 
reader behaviour under given cir- 
cumstances, but we do not yet 
know how to relate results to 
actual sales. Can research evolve 
a method of achieving this, tell- 
ing us the conversion rate between 
readership and sales? If so, we 
are really getting somewhere. 

Can we have some reliable 
poster readership research? Can 
we learn more about visibility and 
readability of colour lettering and 
type? How do you measure the 
results of “political” advertising? 

Graeme Cranch (Mather & 
Crowther) then spoke on “What 
Copy Research Can Do.” It can- 
not, he stressed, replace creative 
genius, but it helps advertisements 
to work harder, get higher reader- 
ship and avoid pitfalls. 

The day of the simple question- 


@ Research Conference—continued from previous page 


THE PROBLEMS OF COPY-TESTING DISCUSSED 


of whom.so many will buy the 
product,” he said. “There are an 
enormous number of factors 
affecting sales, of which advertis- 
ing is only one, even if an impor- 
tant one. All copy testing can do 
is to tell you if an advertisement 
is a good one or not. It can tell 
you if the advertisement has a 
good idea in it, and also whether 
the idea is being got across to the 
readers.” 

He went on to discuss the im- 
pact method of testing attention 
value of advertisements, which 
arose from the need to prove 
whether people really did read 
what they said they did. The 
method was to get recall of an 
advertisement to discover what 
features of it had been seen and 
retained. 

Dr. Durant said one of his 
ambitions was to go through a 
readership survey and test its 


naire is finished, he continued. 


Modern interviewing skill and 
techniques enable much deeper 
questioning even for street or 
doorstep interviews. The copy- 
writer needed the less obvious in- 
formation. He was less concerned 
with the whos and hows, and 
more with the whys and where- 
fores. 

There were three main methods 
of pre-publication testing, which 
could only be opinion research. 
These were (a) selection by rank- 
ing, most suitable for whole copy, 
(b) selection by shuffle card or 
similar techniques, best for head- 
lines or basic selling themes, and 
(c) selection by group interview- 
ing, best for background reasons 
for purchase. 

In_ post-publication _ testing, 
coupon returns, which could be 
used even for posters by means 
of a keyed letter, were valuable 
both for media selection and for 
testing copy appeal. Ideally, these 
should be split run tests. 

Dr. Henry Durant (B.1.20.) 
said the limitations of copy test- 
ing must be realised to avoid dis- 
appointment. 

“There is no hope whatsoever 
of saying that this advertisement 
will be read by so many people, 


He thought 
would be dev: 
He described a _ successful 


check on a poster campaign by a 
firm that had never used posters 
before, but had been persuaded 
to do so against the directors’ 
better judgment. By asking 
housewives who had just passed 
a poster, and others at home, to 
describe details of this and 
several other posters, the investi- 
gators were able to give a satis- 
factory percentage who had actu- 
ally seen and recalled this par- 
ticular poster. 

Dr. Gallup, during the discus- 
sion, described methods used in 
US.A. to test advertisement 
readership by actual observation 
of readers, even to the point of 
tracing eye movements with a 
camera, These tests had broadly 
confirmed the validity of reader- 
ship tests by questioning. 

It was difficult and dangerous, 
he said, to ask people to predict 
their behaviour, but it was pos- 
sible to work out procedure for 
forecasting sales. He instanced 
successful forecasting of the sales 
of books and popularity of films. 

Subject of M onday’s 
W.A.P.O.R. session was “Survey 


Methods in Undeveloped Areas.” 

A. G. Jones (B.E.T.R.O.) gave 
practical advice On overcoming 
fundamental preblems, princip- 
ally the difficulty of securing a 
direct and objective answer to a 
direct question, the absence of 
reliable data by which to contro! 
sample design, and the shortage 
of suitably qualified indigenous 
investigators. 

Judith Tannenbaum (Israel 
Institute of Applied Social Re- 
search) spoke on “Social Research 
in Israel,” and papers on “Budget- 
ary Survey in India,” by Prof. 
Mahanolobis, and on “Measure- 
ment of the Effectiveness of 
Unesco’s Pilot Project of Basic 
Education among Rural Popula- 
tions,” by Dr. Laszlo Radvanyi, 


SEPTEMBER 13, 1951 


were read in their absence by 
Louis Moss and B. D. Copland 
respectively. 

On Monday evening delegates 
were guests of the Mayor of Tun- 
bridge Wells at a cocktail party, 
and on Tuesday the Market Re- 
search Society were hosts at a 
luncheon for overseas delegates 
at Trulls Hatch. 

Tuesday's business programme, 
which will be more fully reported 
next week, included a joint 
E.S.0O.M.A.R.-W.A.P.O.R. session 
on “Problems of the Interviewer 
and Interviewing,” an 
E.S.0.M.A.R. session on “How to 
Plan a Sample” and a W.A.P.O.R. 
session on “Problems of the Inter- 
national Polls.” 


Research Can Do More For 
Industry, Says Gamage 


Industry does still not adequately appreciate the invaluable 
work market research can do, not only in measuring sales 
potentialities but in providing a disinterested, objective check- 


up for the manufacturer 
already established in an 
overseas market. 


This was emphasised by Leslie 
Gamage, chairman of the Betro 
council, at the annual meeting 
of the organisation on Tuesday. 

He said: “It would seem that 
Betro has still a pioneering—l 
might almost say crusading—job 
to do. The constant preoccupa- 
tion of the Council and the 


director-general is to buy the time 
during 


which this educational 
process can 


continue. It 


can only 
* continue if 
we get 
=. greater sup- 
port from 
industry both 
in member- 
ship and 
more par- 


ticularly in 
research 
orders.” 

As a fre- 
sult of the 
co - operative 
arrangement 
made with the F.B.1. in April the 
total annual standing charges had 
been practically halved without 
any loss of efficiency. 

Despite the fact, he continued, 
that two big assignments—the 
Cotton Board Surveys in South 
Africa and the Canadian Packag- 
ing Survey—were completed dur- 
ing the year, the volume of re- 
search orders and turnover was 
just about maintained. Though 
the actual number of jobs on the 
books during the year was much 
less, the value of each assign- 
ment was higher. Their policy of 
giving up intelligence and general 
information services in order to 
concentrate on market research 


Leslie Gamage 


proper was thus vindicated. 

“Our ‘concordat’ with the 
F.B.L,” said Mr. Gamage, “is 
slowly but surely bearing fruit. 
We know that an arrangement of 
this kind cannot be expected to 
bring about a quick metamor- 
phosis in the size of the Betro 
operation. With patience and 
give and take, on both sides, we 
are confident that the relationship 
between the two organisations— 
and indeed with the many other 
bodies with whom Betro is now 
in warm and friendly contact— 
will result in a deeper understand- 
ing of the vastly important new 
tool of export management with 
which Betro is concerned.” 

The annual report of the Asso- 
ciation stated that membership of 
the organisation at March 31 was 
207, a decrease of 16 compared 
with the previous year. 


e 

New Materials 

. . 

Aid Packaging 

With a constant stream of new 
designs and materials there is no 
reason why British packaging 
should not be able to hold its 
own against the impact of Ameri- 
can influence. 

This was the conclusion reached 
by George Maycock, executive 
director of Tudor Press Ltd., pub- 
lishers of Packaging Monthly, 
when he addressed a Southern 
area meeting of the Institute of 
Packaging last Thursday. 

He spoke of the developments 
of materials such as plastics and 
aluminium; the wider use of tin- 
plating; paper maché caps which 
gave a wide range in protective 
closures for packs; the increasing 
popularity of transparencies such 
as cellulose and wax papers, and 
the jute board pack. 
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Caught in the sips—G. C. Hitches, M. J. A. Walters, L. Nash, S.W. See how he turns 'em? Harold Fish discusses the finer points of the 
Colyer, S. A. Stock, J. P. Clayton, and J. Shrimpton. 


TWO FREDS: 
CRICKET 
FOR NABS 


Freds” cricket match in aid of 
N.A.B.S. was one of the happiest 
et. 

. The teams, drawn from the 
more athletic elements of the 
advertising fraternity, provided 
an interesting game with an ex- 
citing finish. 

The side captained by H. H. 1. 
Gibbons (Berrows Newspapers 
Ltd.) beat the team led by 
J. W. A. Stephenson yHulton 
Press) by two wickets. 

Gibbons’ side put on their last 
90 runs in 40 minutes in a grand- 
stand finish. Altogether three 
sixes were hit and 48 boundaries. 
J. Harrison Howarth gave £1 for 
each six; Dudley Turner paid a 
shilling for each run scored by 
one side and Stanley H. Vincent, 
his co-director, a shilling for each 
scored by the other. 


Scoreboard 

Scores were: 

Stephenson’s side: M. J. A. 
Walters, run out, 16; S. W. Col- 
yer, b. Westerman,-1; W. A. W. 
St. George, c. Watt b. Geeson, 5; 
B. A. Barnet, lbw. b. Nelson, 28; 
P. Auster, c. Clayton b. Watt, 4; 
L. Nash, b. Watt, 13; J. W. A. 
Stephenson, c. Geeson b. Hitches, 
29; H. Lee, b. Hitches, 8; A. Hay- 
hurst, c. Clayton b. Watt, 35; J. 
Barraclough, not out, 18; S. A. 
Stock, b. Watt. 0; J. Shrimpton, 
st. Jones b. Watt, 1; Extras 25. 
Total 183. Watt took 5 for 40. 

Gibbons’ team: L. Williams, c. 
Barnet b. Shrimpton, 6; A. Hand- 
ley-Jones, c. Stephenson b. Barra- 
clough, 23; J. Clarke, lbw. b. 
Auster, 76; J. P. Clayton, c. Col- 
yer b. Stock, 5; J. A. Carpenter, 
b. Nash, 9; V. C. Geeson, not 


The captains H. H. 1. Gibbons 
and J, W. A. Stephenson watch 
the toss. 


out, 44; P. S. M. Auld, c. Colyer 
b. Auster, 5; P. Westerman, b. 
Auster, 3; H. H. IL. Gibbons, c. 
Lee b. Auster, 0; G. C. Hitches, 
c. Barnet b. Auster, 2; A. Nelson, 
b. Auster, 4. Extras 10. Total 
os for 10. Auster took 6 for 


Donors to the auction, in addi- 
tion to the many listed last week; 
included Emu Wines, A. Guinness 
Son & Co., Reid & Kerr, Gordon 
Moore, S. T. Hyde, W. H. Smith 
& Sons, P. Rowe, F. Breeden, 
R. J. Palmer, B. J. Ayers, Chas. 
Gardner, Gordon McLellan, 
H. A. Pitkin, Skuse & Co., Herts 
Pharmaceuticals and Valay Indus- 
tries. 

Before the auction Leslie Har- 
wood, chairman of N.A.BS. 
financial committee, paid tribute 
to the late Freddie Harradence, 
and Fred Slaughter, described as 
his “co-spirit” also spoke. He 
mentioned that between 1940-50, 
£5,450 had been raised, 


game with Fred Slaughter and Reg Palmer. 


Deck chair critics have differing views on style at the wicket—but 
agree that the cause is a grand one 


Even the busiest of organisers must eat—sometimes. Here are a few 


of them snapped at lunch. 


Personalities at Hurlingham ‘“caught’’ by camera “man Ward-Robotham 
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WINNING WINDOWS 


Prizes amounting to £1,300 are now being distributed to 
winners all over Great Britain and Northern Ireland, in the 
Festival of Britain Display Contest, organised by the British 
Display Association. In both trade groups, the major prize 
of £200 was divided. Principal winners were: 

Food and Beverages: Kenneth W. Dunkley, Bourton Road 
Stores, Buckingham, and D. Rees, Waverley Stores, 
Lammas Street, Carmarthen. Both entered displays of soft 
drinks made by Citrus Products Co., Ltd., winning £100 each. 

Other Trades: Edwin Young, of Brights & Colson Ltd., 
Bournemouth, £100 for a display of Columbia records of 
ballet music; and F. Ambler and G. Hinchliff, of Rushworths 
Ltd., Huddersfield, £100 for a display of products made by 
Platers & Stampers Ltd.’ 


Edwin Young, Brights & Colson Ltd., Bournemouth. 


Cleaning Boosts Production 


When the Provincia] Press Pro- 
ductivity Team visited the 
Ashton-under-Lyme Reporter 
series, prior to departure for 
America, the team leader James 
Anderson, works manager of the 
Express and Star Wolverhampton, 
congratulated the management on 
the clean appearance of the 
offices. 

In one firm, he said, it was 
found that just by spring-cleaning 
an increase of five per cent was 
achieved in production. 


Each member of the team re- 
ceived a booklet outlining the 
Reporter organisation, and con- 
taining a map showing areas in 
which the 13 papers circulate. 

Guided by W. H. Andrew, 
governing director, C. Assioun, 
advertisement manager, and T. 
Brown, printing manager, the 
visitors toured the various depart- 
ments, and were entertained to 
lunch by Mr. Andrew in the 
Town Hall, 


D. H. Rees, Waverley Stores, Carmarthen. 


‘Industry Could Carry Out Its 
Own Recruiting Campaigns’ 


Suggestions on how State ex- 
penditure could be cut are made 
in an Aims of Industry booklet 
“Can You Afford It?” 

The following comment is 
made on the Central Office of 
Information: “This organisation 
may have been essential during 
the war, but is there any justifica- 
tion whatever, to-day, for an ex- 
penditure of £2,266,000? Econ- 
omic problems affecting industry 
could be publicised more effec- 
tively and at no cost to the tax- 
payer, through the medium of 
industry’s normal publicity. Simi- 
larly, industrial recruitment cam- 
paigns cculd be carried out by 
industry itself. 

“State publicity campaigns in 
social affairs, costing £845,000 
are quite unnecessary at a time 
of imperative national economy, 
as indeed are State-sponsored 
films which the public both pays 
to make and see! Some £300,000 
is to be spent on films, not to 
mention the salary costs of the 
Crown Film Unit at £90,000!” 


P.R.Os And Pressmen 
Talk It Over 


First meeting of the panel that 
was appointed by the Institute of 
Public Relations to seek discus- 
sion with journalists’ organisa- 
tions with a view to improving 
relations between P.R.Os and the 
Press, will be with the Institute 
of Journalists on October 16. 

Conversations wil] also be held 
with the National Union of 
Journalists. 


Rates Up 25 Per Cent 


There will be a 25 per cent 
increase in advertisement rates 
for the Retail Chemist as from 
January. New rate for a full 
page will be £28 as compared 
with £22 10s. 


British Goods Face 
’ More Competition 

The need for the return to the 
high standards of British crafts- 
manship that were once known 
and recognised throughout the 
world was emphasised by Lord 
Mancroft, speaking on “The 
Market for Craftsmanship” at a 
luncheon meeting of the Incor- 
porated Sales Managers’ Associa- 
tion in London last week. 

British goods, he warned, would 
have to face exceedingly strong 
competition in the markets of the 
world with the return of Japanese 
and German manufacturers to the 
international scene. 


ODD SP@T : 

An illuminated sign of a: 
beer mug with the beer over- 
flowing would not be a seemly 
advertisement for St. 
Andrew’s, says Provost W. P. 
Tulloch. 

He is opposing a hotelier’s 
application to erect such a sign 
near an old gateway to the 
city, saying it would be bad 
taste in such a lovely old 
street. t 


‘Press Ads Offer A 
Public Service’ 

Tribute to the effectiveness of 
Press advertising as a means of 
bringing products to the notice of 
the housewife was paid by Lt.- 
Col. Maurice W. Batchelor, chair- 
man of Batchelors Peas, in a mes- 
sage to’a sales conference at 
Harrogate. 

He said the Press performed an 
invaluable public service by see- 
ing that only branded products 
of the highest quality were recom- 
mended to the housewife. 
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Newsprint Lags, But 
Paper Output 
Improves 


In June, for the first time since 
the war, the rate of production 
of paper in the United Kingdom 
equalled that of pre-war, states 
the Board of Trade Journal. The 
rate of board production, at 39 
per cent above pre-war, equalled 
the record post-war rate achieved 
in June last year. Increased out- 
put of other printing and writing 
papers, and of packing and 
wrapping papers, contributed 
to the improved production of 
paper. Newsprint production still 
lags, production for the second 
quarter of 1951—at 63 per cent 
of pre-war—falling below that 
for the first quarter (65 per cent) 
and below the average for the 
year 1950 (68 per cent). 

Production of board for the 
second quarter was well above 
that recorded for the previous 
quarter, and all types of board 
shared in the increase. 

“This increase reflects recent 
improvements in waste paper col- 
lections,” states the Journal. “Out- 
put of board, however, is still in- 
sufficient to satisfy all demands: 
Production is still limited by the 
supplies of waste paper available 
and the need to increase collec- 
tions remains as urgent as ever.” 

Weekly average output of 
paper of all kinds during the 
month was 39,312 tons, compared 
with 37,397 tons weekly in the 
previous month. Weekly average 
output of board was 15,686 tons, 
compared with 14,505 tons. 


Selling Price 
Increases 


With the issue of September 29, 
Illustrated is increasing its selling 
price from 3d. to 

Business, the Journal of Man- 
agement in Industry, advances to 
2s. 6d. with its September issue. 
Postal subscription is 30s. per 12 
issues, post free. 

Because of increased costs, the 
price of Screen Process Printing, 
1951, the silk screen year book, 
has been increased from 12s. 6d. 
to 15s. 

The Spectator will be increased 
to 7d. from its October 5 issue. 


On The Scent 


No stands are allotted to the 
lay and periodical Press at the 
World Evangelical Exhibition 
now running at the Central Hall, 
Westminster, until September 22. 
Wall space is provided for small 
banners. The Exhibition secre- 
tary said: “We wish to preserve 
the dignity of the show and only 
Societies and Missions can be 
allotted stand space.” 

The Christian Herald have par- 
tially overcome the deficiency by 
booking two corridor walls and 
linking them with a floral display. 
Perfume from the carnations 
attracts attention to their posters 
and publications. 
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Midland Phatographers 


Fix ‘Realistic’ Charges 
HIRTY-SIX commercial photographers in Banbury, Bilston, 
Birmingham, » Kidderminster, Leamington Spa, 
Malvern, Old Hill, Solihull, Smethwick, Stafford, Walsall, West 
Bromwich, Wolverhampton, and Worcester have agreed a new 


seale of minimum — 
Under the name of the West 
Midland Centre of the Institute 


of British ep they 
have issued a price list. 

First photograph, including 
single print, now costs £2 2s, Od. 
and all subsequent photographs 
taken at the same time, and in 
the same place, £1 15s. 6d. 

Reprints from one negative are 
at the following rates: 

Half plate, 3s. 6d. single; 3s. 
each per 6; 2s. 6d. each per 12; 
1s. 6d. each per 50. Whole plate, 
4s. 6d. single; 4s. each per 6; 
3s. 6d. each per 12; 2s. 6d. each 
per 50. 10 in. x 8 in., 5s. single; 
4s. 6d. each per 6; 4s. each per 12; 
3s. each per 50. 

Sepia toning is charged 25 per 
cent extra. Car journeys are 
charged at 9d. per mile after the 
first five miles. All prices are 
minimum. 

A representative of the Mid- 
lands 1.B.P. said: “Prior to the 
introduction of this new scale, 
charges were out of line with 
costs. It was absolutely neces- 
sary that a more realistic scale 
should be introduced, and our 
criterion in fixing the new rates 
was not so much what photo- 
graphers elsewhere in the U.K. 
were charging, as what it cost 
us, as a group, to take the photo- 
graphs, and pay our way. 

“A committee worked all this 
out, most carefully, and most 
honestly, with the interests of the 
client at -heart, as well as the 
interests of the photographer. 

“We don’t aim to get rich 
quickly, but we do aim to cut 
out hardship on the part of 
photographers who were being 
‘ground down’ on price, or who 


‘were adhering blindly to an out- 


dated and totally uneconomic 
price range. We have had no 
complaints about the new rates; 
in fact. most clients seem to 
regard them as most reasonable.” 


OBITUARY 
F. G. H. Carter 


F. G. H. Carter, works superin- 
tendent of the Argus Press Group 
and consulting engineer to Pro- 
vincial Newspapers Lid., died 
suddenly in his office last week. 

At the outbreak of World War 
1 he was working in Sydney and 
immediately volunteered for ser- 
vice with the A.LF. After the 
war he joined R. Hoe & Co. and 
remained a member of that firm's 
installation staff until 1924, when 
he joined St. Clements Press 
where he eventually became chief 
engineer. He retained this posi- 
tion until late 1932 when he re- 
turned to Australia and took up 
duties with the Sydney Morning 
Herald as assistant mechanical 
superintendent, returning to 
England in the early part of 1938 
as works superintendent of the 
Argus Press Group. In May 1941 
he was given the additional ap- 
pointment as consulting engineer 
to Provincial Newspapers Ltd. 

Granville Fell 

Granville Fell, for many years 
editor of the Connoisseur, died at 
his home in London at the age 
of 79, 

He was educated at 
College, London, and studied art 
chiefly in London but also in 
Paris, Brussels, and several cities 
in Germany. 

From 1907 to 1908 he was 
editor of the book department of 
classics and reprints and the art 
library of Newnes, and at various 
times he was editor, or art editor, 
of the Ladies’ Field, the Strand 
Magazine, the London edition of 
Femina, and the Queen, of which 
later he became art critic. He be- 
came associate editor of the 
Connoisseur in 1934, succeeding 
as editor the following year on the 
retirement of F. Gordon Roe. 


You, too, can have a window display like this—from the Waste Paper 
Recovery Association. 
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Persistence Pays 

With Direct Mail 

Do not start with direct mail 
advertising unless you are 
resolved to continue—and give it 
a fair trial 

This was the advice of E. Symes 
Bond, a past chairman of the 
British Direct Mail Advertising 
Association, addressing the Ad- 
vertising Club of Oxford. 

He added: “Good customers 
don't usually respond to the first 
mailing. Many of my best clients 
didn’t respond for five, seven, or 
even 10 years. Spread your mail- 
ings evenly and mail when busi- 
ness is good, for part of the task 
of direct mail is to educate.” 

Mr. Bond thought a sealed 
envelope a waste of money. 

“Nobody likes to be fooled by 
finding a direct mail shot in what 
he thinks is a personal letter and 
most businessmen have their 
letters opened for them so they 
never see the envelope. 

“A business man deciding to 
institute direct mail advertising 
would be advised to use a direct 
mail practitioner. A man with 
his own business usually takes 
too much for granted, and does 
not say enough about his goods 
or services. It will pay to have 
a fresh outlook.” 


The public speaking section of 
the Publicity Club of London 
Starts its 1951-52 session on 
Tuesday, September 25, at 
6.30 p.m. in Prince Henry's 
Room, 17 Fleet Street. The 
instructor will again be Raymond 
Rayner of the Guildhall School 
of Music and Dramatic Art. The 
section will meet every Tuesday 
at 6.30 p.m. 

Another group—the squash 
section—opens the session at 
Dolphin Square, Victoria Street, 
on Tuesday, October 2 at 7 p.m. 


Ice Cream With 
Wage Packets 


Ice cream bricks were presented 
with the weekly wage-packets to 
185 employeers of J. Weiner Ltd., 
printers and advertising con- 
tractors, Vale Grove, Acton, W., 
last Friday. 

The ice cream was a gift from 
Cecil R. Rodd, chairman of T. 
Wall & Sons Ltd., who visited 
the printing works to see his firm's 
new 16-sheet winter poster in pro- 
duction. Mr. Rodd was so pleased 
with the poster that he ordered 
the icé’cream to be sent as a gift. 

Weiner’s employees were ad- 
vised to wrap their ice cream ir. 
several thicknesses of newspaper 
so that they could take it home 
for supper, _ 
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Diamond Jubilee 
In Advertising 


On November 5 W. Troman, 
senior partner in the Birmingham 
agency of Mundy, Gilbert & 
Troman, will have completed 60 
years in advertising. ie is to 
retire in December and, as a 
mark of appreciation and affec- 
tion from advertising men in the 
Midlands, a lunch is to be held 
in his honour at which a suitable 
presentation will be made. 

* * * 

Peter Ray, editor of Designers 
In Britain, has joined the staff 
of Colman, Prentis & Varley Ltd., 
in a consultative capacity. Mr. 
Ray is one of the most outstand- 
ing of the young British typo- 
graphers. He has, in addition, an 
international reputation as a pack- 
ing display designer, He designed 
the South Bank Festival Health 
Pavilion, and has advised many 
leading publishers and design 
units, as well as R.1.B.A., British 
Council, U.N.E.S.C.O., Air Minis- 
try, Railway Executive and the 
C.O.1. His private practice will 
continue. 

* * - 

To mark his retirement from 
the advertising department of 
Independent Newspapers Ltd... 
Dublin, after 52 years with the 
company, Edward Kelly received 
a presentation of a barometer 
from his colleagues. E. C. 
Maguire (advertisement manager) 
and J. W. O’Riordan (secretary) 
paid tributes to Mr. Kelly’s work. 

* ~*~ * 

Susan Korn is resigning as 
office manager of the Australian 
Trade Press Agency Ltd. at the 
end of the month, and her future 
plans are not yet settled. 
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Felicity Green, of the public 
relations department of W. S. 
Crawford Ltd., will be leaving on 
Saturday for a two months’ tour 
of the U.S. and Canada. Her main 
job will be to promote the sales 
in America of Partos (Brassieres) 
Ltd., and also to study merchan- 
dising methods and editorial pub- 
licity in both countries. 


. 

Vicar Was On 
. 9 . 
Killer’s List 

Rev. C, M. Armitage, the 
new vicar of St. Bride’s, Fleet 
Street, might have been a vic- 
tim of the acid bath murderer, 
Haigh. 

The killer encountered him 
in the cloisters at Westminster 
Abbey and reminded him of 
an earlier acquaintance. Later 
Mr. Armitage dined with 
Haigh, but owing to another 
engagement, declined to ac- 
company him to Crawley— 
where the acid bath was kept. 

Scotland Yard later told Mr. 
Armitage that Haigh had been 
checking up on his life and 
copying his handwriting. 

This story is told by Hugh 
Gunning in the News 
Chronicle and Star house 


magazine. 
i 


Derek Hoddinott, who was 
recently appointed Press officer of 
the Televiewers Association—the 
National Organisation of British 
Televiewers—has formed his 
own dramatic company. Called 
the Festival Art Theatre Group 
they = produce a new play, 
‘Seven Days,” by Mr. Hoddinott. 
before it goes to London for pro- 
fessional production. 


442 


Sheila Black 


| 


Peter Ray 


Felicity Green 


Sidney R. Campion, barrister- 
at-law and principal information 
officer, G.P.O., is showing four 
pieces of sculpture in the Pillared 
Hall, New Whitehall Gardens 
Buildings—Ernest Bevin, Field 
Marshal Smuts, John Keats and 
“Lady of Quality." This 1951 
Festival Exhibition has been pro- 
moted by the Association of Civil 
Service Art Clubs. 

* * * 
an advertising 
representative of House & 
Garden, was married on Friday 
to L. A. Lee Howard of the 
editorial staff of the Daily Mirror. 
She will use her married namz 
in business. 
* * * 

Back at work after a fortnight’s 
honeymoon is Kenneth Green- 
halgh, studio manager at the 
Manchester offices of Commer- 
cial Advertising Service Limited. 
His wife is a domestic science 
teacher. 

* . * 

Albert Milhado, now on a busi- 
ness trip to France, Belgium and 
Holland, has been invited to ad- 
dress the Genootschap voor Rek- 
lane—-the Dutch Society for Ad- 
vertising—on September 20. 

* ~ * : 

T. B. Fairley has been ap- 
pointed Press officer to Lever 
Bros, & Unilever Ltd. at Unilever 
House in succession to G. G. 
Kirkpatrick. He will be assisted 
by J. E. C. Humber. 


Two of Manchester's newspaper houses entertained the productivity team representing the provincial and 
suburban Press, which leaves for the U.S.A, to-morrow (Friday). They visited the “Manchester Guardian” 
and “Evening News” offices and were entertained to dinner by Laurence Scott, chairman. Later at Kemsley 


House they saw “Daily Dispatch,’ 


“Daily Graphic” and “Sporting Chronicle” in production. Pictured 
above at Kemsley House (1. to r.) are: H. Lane (New Zealand) Empire journalist, P. J. Ball (member, 
productivity team), N. H. Booth (director and editorial director, Kemsley Newspapers, Manchester), 
J. H. Oldham (director, Kemsley Newspapers), W. G. Ridd (secretary, Newspaper Society and secretary 
of the team) J, Anderson (team leader) and H. J. Bradley (Kemsley Newspapers, Manchester, a member 


of the team). 


Assistant advertisement mana- 
ger with the Burnley Express and 
News for the past 18 months, 
Ernest Leah has taken up a full- 
time teaching post in typography 
at Blackburn Technical College. 
His successor at the Express and 
News is Neil W. Bray, who has 
served in the advertisement 
department for two years. 

~ * ~ 


Colonel R. H. Stevens is leav- 
ing Business Publications Ltd. to 
take up an important appoint- 
ment with the North Atlantic 
Treaty Organisation. He joined 
the firm in May 1950 and went 
to the U.S. in connection with the 
second American Market Supple- 
ment published by ADVERTISER'S 
WEEKLY. Col. Stevens is well- 
known among agency men on 
both sides of the Atlantic, and in 
Europe. 

* . * 


Harold Tull, who was formerly 
with the Argus Press Ltd., has 
been appointed advertisement 
director of the Harlequin Press 
Co., Ltd., of Manchester and 
London, proprietors of Textile 
Recorder, Packaging Review, 
British Rayon & Silk Journal, 
Commercial Vehicle Users’ 
Journal. He is also advertisement 
director of Ou; of Doors, pub- 
ry by Open Air Publications 

td. 


* * 

What is claimed to be a 
national long-service record was 
honoured at the Dorchester Hotel 
on Tuesday when 64-year-old 
Harry Adkins (junior) celebrated 
completion of 50 years’ employ- 
ment with Thomas De La Rue & 
Co., Lfd.—for with him was his 
father, Harry Adkins (senior), 89 
years old and still working with 
the same company after 76 years. 


Memorial Service For 
B. F. Crosfield 


Many prominent figures in the 
newspaper world were present at 
a memorial service to Bertram 
Fothergill Crosfield, late manag- 
ing director of the News 
Chronicle and. Star, at St. 
Sepulchre’s, Holborn Viaduct, last 
Wednesday. 

Lord Burnham read the lesson 
and the address was given by 
Hugh Redwood. Mr. Redwood 
said: “It was good to know that 
here was no mere finger feeling 
the office pulse, but a helping, 
encouraging hand extended to all 
who had need of it.” 
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Happy And Prosperous 


HEN discussing trade and technical advertising, one is 
A\ oe by a dual description that has no warrant 

except as a marriage of convenience. Trade advertising 
and technical advertising are, of course, quite different in function, 
even though their borders may sometimes overlap. 

It is as well, therefore, to define what one means by the terms 
“trade” and “technical,” if only to give a partial answer to the 
advertising agent who, in response to a request for his views, 
provocatively inquired, ‘““What is technical advertising?” 

Technical advertising, surely, is advertising of the tools and 
materials of industry by manufacturers to users, or potential 
users. It is “consumer” advertising, though not of “consumer” 
products. 

Trade advertising, on the other hand, is advertising by manu- 
facturers to wholesalers and retailers—or it may be by whole- 
salers to retailers—to induce distributors at the point of sale to 
stock and to sell the products advertised. 

It is easy to understand why these ill-yoked partners are happy 
and prosperous. The importance of both trade and technical 
advertising has been increasingly recognised in recent years, as 
is emphasised by our annual survey elsewhere in this issue, and the 
media concerned have flourished accordingly. 


The dominant need of the times is for greater industrial pro- 
duction, both here and overseas. Bigger production means more 
machinery, more materials. Those who have machinery or 
materials to sell must make known what is available, and the way 
of doing this is by factual and informative advertising rightly 
directed through wisely chosen channels. ~ ~ ~ 

Trade advertising has increased, and is still enjoying a boom, for 
a quite different reason. Since the war, the! realisation has grown 
that advertising of “consumer” goods, to be fully effective, must 
be ever more closely linked with the advertiser's distributive 
machinery. In this, the stockist has a key role. Advertisers have 
learned that half their battle is won when a product is stocked and 
displayed in the shops. Advertising in trade journals must be 
used to make the distributor want to stock and display it. 

Everyone agrees that both trade and technical advertising have 
improved. Much of the credit for this goes to the agents, and to 
farsighted advertisers who know that it is good policy to employ 
skilled service, and to pay its price. But everyone also agrees that 
further improvement is called for, and that advertisers, agents and 
media should co-operate to attain it. The suggestions made by 
our contributors are constructive, if controversial, and should 
stimulate progress. 


@ Change of subscriber's address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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Hilisnade ’s Topics 


Tobacconists face-up 
to buyers’ market 


Bs advertising and marketing 
developments may be ex- 
pected in the tobacco business. 

Writing in the trade journal 
Tobacco, Sydney Wildman, ad- 
vertising manager, J. Wix & Sons 
Ltd., says: “The sellers’ market 
has ended, after more than 10 
years; the buyers’ market has 
arrived.” 

If the manufacturers and 
retailers take Wildman’s advice— 
and they should—there will be a 
new line of talk in the tobacco- 
nist’s shop, and more exhibition 
work. 

But the real developments will 
be in display at the point of sale, 
where manufacturers will offer 
expert advice to retailers, 


The Retail Trading-Standards 
Association, which recently pro- 
tested about low quality U-rain- 
wear, has received an assurance 
from the Board of Trade. In the 
near future an amendment is to 
be made in the specification of the 
principal utility wool mixture cloth 
so that a minimum weight per 
linear yard is named and a wool 
content of at least sixty per cent 
is assured, This should improve 
the quality of the cloth about 
which most complaints have been 
received, and relieve advertising 
of the danger of “false claim” 
accusations. 


—~=—— ss 


Bid to attract 
dollar tourists 


T ESPITE special advertising 

in connection with the 
Festival of Britain, fewer dollar 
tourists than usual visited these 
islands this summer. 

New schemes are now being 
considered in the hope of attract- 
ing more Americans next year. 

Close attention is being paid to 
a campaign attempted by Ribble 
Motor Services Ltd., of Preston. 

Instead of waiting for tourists 
to land in this country, agents of 
the company will “sell” motor 
coach tours of Britain to Ameri- 
cans in their home towns. 

Illustrated brochures used this 
year outlined the cost of each tour 
in dollars and gave a complete 
itinerary. Ten thousand went out. 


Following an “Advertiser's 
Weekly” campaign in recent years 
for brighter company reports, 
many enterprising concerns have 
enlivened what were once dry-as- 
dust statistical records of profit 
and loss. Illustrations and colour 
have been used by many com- 
panies, but the future holds 
shocks for staid shareholders. 
The Triplex Safety Glass group is 
setting the pace with two pages of 
its report devoted to the Triplex 
Fairy Story in which the 
“dramatis persone” are: the 
Wily Wizard, Mr. Gaitskell; the 
Fairy Godmother, the Triplex 
Board; and the Good Little Boy, 
the Triplex stockholder. What 
next? Strip cartoons? 


Seeking marketing 
hints in U.S.A. 


HE Anglo-American Council 

on Productivity, with E.C.A. 
technical assistance, is sending a 
specialist team under the sponsor- 
ship of the National Farmers’ 
Union, the National Federation 
of Fruit and Potato Trades and 
the Retail Fruit Trade Federation, 
to the U.S.A. to study short-term 
Storage and pre-packaging of 
fruit and vegetables. 

The team will study any new 
developments in America which 
are likely to help British market- 
ing problems, and will visit 
eastern States where climatic con- 
ditions are similar to those in this 
country. 


American advertising is hoping 
that British men and women in 
the industry wiil attend the 48th 
annual convention of the Adver- 
tising Federation of America to 
be held in New York next June. 
Elon Borton, president and 
general manager of the Federa- 
tion, tells us: “It will be a good 
opportunity to meet at one time 
and place 1,000 representative 
advertising men and women of 
the United States who will spend 
four days together.” Time; June 
8-11. Place: Waldorf-Astoria 
Hotel. 


—_— —_— —_— 
. 
Squash at a premium 
T least two large advertisers 
in the fruit squash field are 
to use extensive premium offer 
schemes next year. 


ROUND TABLE 


Lowest advertising rate. 
Largest Sale in the West. Complete Marketing Data from LONDON OFFICE: 80 FLEET STREET. Tel. CITY 4975. 


14,410 Government; Officers, Bankers and 
other professional men in Bristol — and 
each day more than 11,000 ‘bank’ on the 
Evening Post. —Asc MEMBER 
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ADVERTISER'S WEEKLY 


Four Things Salesmen Should 
Know About Your Advertising 


By EDWIN J. ORNSTEIN, A.LP.A., 
Managing Director, Max Ritson & Partners Ltd. 


VERY salesman wants his 

company to advertise; he 

knows it will help him. 
Conversely, advertising needs 
the salesman; they are both 
pulling the same band-wagon, 
and they move it fastest if they 
keep in step. 

Yet, little is done by many 
firms to get their salesmen and 
their advertising thoroughly ac- 
quainted. They tell them, in broad 
terms: “We're advertising in the 
national Press.” They supply a 
list of journals and typical pulls 
of the advertisements. They seem 
to think that is enough. 

Actually, it is only the begin- 
ning, the outer fagade of the ad- 
vertising—the imposing exterior 
which may be sufficient to im- 
press the retailer. The salesman 
needs far more than that to be 
impressed. He needs to know 
details of the campaign, so that 
he can bring special facts out at 
individual interviews. He needs 


to know the reasons behind the 
advertising, so that he can orient- 
ate his personal selling in the 
same direction as the firm’s 
selling-in-print. 

Here are a few examples of the 
kind of advertising information 
that is helpful to salesmen: 


The “Why” of media. 

The reasons why (for example) 
women’s journals with a reader- 
ship predominating in the B and 
C classes have been selected. This 
will help the salesman to concen- 
trate his selling on the shops 
serving these classes—i.e.. the 
shops most likely to benefit from 
the advertising. 


The “Where” of media. 
If there is a special regional 


campaign, the salesmen for that 
region will obviously be in- 


formed. Further, if there is a 
nation-wide campaign using 
regional media—outdoor or 


transport advertising, or direct 


Kent 


Messenger 


NETT 


SALE 


January to June, 1951 


60,141 


Copies Weekly (ABC) 


mail to consumers—then the 
salesman should be given all 
details. If it is posters, it will be 
very helpful for him to be able 
to tell retailers the exact sites in 
their neighbourhoods. If it is 
lacards in buses, the routes will 
e of real interest. If it's mailings 
to consumers, he ought to know 
the districts which will be 
covered. 


The “When” of the adver- 
tising. 

Dates are a great help. So 
often the salesman has to go into 
a shop with little more to say 
than: “How are your stocks?” 
But if he can say: “There’s an 
important ad. appearing in the 
Daily Yell (net sales . . .) next 
week—how are your stocks to 
meet that demand?”—then you 
are giving him the urge and punch 
that make sales. 


The “Why” of the adver- 
tisements. 


Why one feature of the pro- 
duct is advertised, rather than a 
dozen others. Why a particular 
model is illustrated. Why a 
“snob appeal” is used, even 
though the buyers may be work- 
ing class; why the picture shows 
a woman of 30, though the buyers 
are nearer 50. 

All this is not to suggest that 
the salesmen’s opinions of the 
advertising should be _ invited. 
This would be fatal. Very few 
salesmen are qualified to give 
such opinions; they are amateurs 
in advertising. Only an experi- 
enced advertising man is quali- 
fied to judge advertising before it 
appears; only the auditor and the 
board of directors are qualified to 
judge it after it has appeared. 

The “whys” and “wheres” of 
an advertising campaign should 
be demonstrated to the salesmen, 
not argued with them. The 
method of demonstration I prefer 
is at a salesmen’s conference. 
Here, a session devoted to adver- 
tising fits in naturally with the 
whole sales plan. Further, the 
personal contacts between ses- 
sions are very valuable. The sales- 
men get to know the advertising 
agent as a man, get to understand 
and appreciate the reasons for 
what he is doing, and, incident- 
ally, the agent gains a lot by 
getting close to the viewpoint of 
the man on the road. 

If a sales conference is not pos- 
sible, I like to write a special 
memo for the salesmen. The pur- 
pose—as at the sales conference 

is to “sell” the advertising cam- 
paign to the sales force, and help 
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them to “sell” it to the retailer. 

This memo can also be used to 
persuade the salesmen to “sell” 
display material to stockists. This 
is a most important aspect of the 
co-operation between salesmen 
and advertising. Far too much 
display material is wasted, never 
used except as packing. It should 

a definite part of the sales- 
man’s function to get the display 
material displayed; and the kind 
of memo I have in mind can help 
him to do this, by explaining the 
specific reason for each display 
piece, and its value to the retailer. 

Some salesmen may be reluct- 
ant to “waste their time” on 
display material, when they could 
be getting commission-bearing 

orders elsewhere. This is a short- 
sighted view. The _ retailer 
doesn't really buy goods; he 
stocks them. The  salesman’s 
“sale” is only consummated when 
the goods move off the retailer's 
shelves. 

Display material will help this 
consummation, and thus bring 
repeat orders—which are the real 
income for the salesman of 
staples. 

The speciality salesman call- 
ing direct on the consumer (in- 
dustrial, commercial or private), 
generally has a kenner knowledge 
of his company’s advertising than 
the staple salesman has, because 
he sees the tangible result of it 
in inquiries he can follow up. 

The staple salesman rarely gets 
such help. There may be some 
inquiries from the trade Press, or 
mailings; but generally they are 
few, and—worse from the sales- 
man’s point of view—geographi- 
cally far between. 

What about inquiries from the 
public, arising from general 
advertising? Can these help the 
salesman calling on the retailer? 

I was told recently of a famous 
firm advertising an informative 
booklet in the national Press. 
They received thousands of 
replies from potential consumers. 
Of course, they dispatched the 
booklets promptly to the in- 
quirers, with a courteous covering 
letter, and left it at that. 

My suggestion would be: go a 
step further. After . answering 
the inquiries, sort them out into 
territories, and send them to the 
respective salesmen. Armed with 
these, the salesman could take 
them to the retailer, and offer to 
let him have them for following- 
up. At least it would impress 
the retailer with the power of 
the firm’s advertising and sales 
support; at best it would turn 
those booklet inquiries into sales 
of the product. 

The method is a help to the 
salesman, and to his retailer 
alike. It can be used also to 
get a bit of extra effort out of 
the wholesaler. In brief, it teams 
up all the components of the 
selling plan. 

Advertising effort is often 
wasted by failure to provide for 
the final clinch to sales. Sales- 
men’s efforts are often wasted by 
failure in team-work between the 
advertising and the persona] sell- 
ing of the salesman. 
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DON’T LIMIT YOUR ADVERTISING! 


«+. Fing up or write 


THE COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. TELEPHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. TELEPHONE: EDINBURGH 31021/2 


Se ae en oe ae a ey Sei: Ayo Me ee ao! ae a Be, 
a el EE ae 7 Be ert = — |e -— tL a 
ae 1» ? . - un af 
cae tes r. nl snemens =f 
Mi P Ey Ls 
ae: OO —CSSCSC‘CSCiésCY " 
is ; e 
; < } 
1 Fe 7 
‘Man i 
ssi . 
& i 
Se af 5 
vy OS a - 
LY . . 20a j 
te a. % roe na ; 
i a a oye 3 fe “s a ’ 
pire (> ae ee 
" a ; - 4 3 4 ais , . ‘ 
ei a ‘= - q 
i ees sa ‘ . a 
me # iia ‘ i J a 
bs i ag fe * + ees : mee ® : ee = 2 ? 
inte f eS a oS a < a eK Ra ' £ a 2 
eo oo es | hn _ bate a 
+e pa . ee Ms ‘cal : . Bhs r 
mune Z = E "he . 7 < he re . a A a j * y KS - x . 
4 “3 vi i; - Sy 4 - fs ; Pa £ : ts . 
re st am ei og ‘ ae AZ a ae Red ; ¢ ae ees “es, ey, : iy 7 
~ ; es : a , . Or be 
}: eek « | | ie 3 : 
ty ae Bi ee Td 6 om ie oe iny a - > aa ; a 
ee ie ar he gl ; ee og ee, Se ; 
iis a 8 bila ; a . i os ey ‘i 4 rf S) ¥ Z 4 
a ‘- 5 IS + ay | ee Aa ee 
. nie aa Cte a 
j Phar Ne eee beet 
Ww . ; Wee: k be, ‘ ” J 
F not step UP puses, Va" 
| «why on 
4p * : oie ic Pla a9 Son La 
Te, F ke cece a wie a rs a a a 
we i <h ‘ A > me ee cee: : : z 
! ee mer: a 
| ie .. “a ne 
i cat . az ee ORR \ 
ard : wy et hk ee Y. pe a xy Wee ae ‘ ez a 4 ear: : 
ce os 2 : Pe kg t % Sunt See © 3 a — q te Sa : \ ’ 
: ie cn ae BS ee) ae : ; | 
E ae * ; 2 ¥ ‘ ae - : iv j ses c Sey aa r me * — aie: ay | 
ta ae *s E oh i 2 , Sige ee a Be : s 
aa: ae Sas : . = i _ \\ 
of ‘ ; oa Par " } 
fe ; ae og . ’ | 
th, Rin ote & 
' 
i at : 
et . 
Le 
oe 
Pedy. ‘ \ 
cs es ; 
eats 
. rw ——————————————— ——————————_—«—«—_— <—_—_———_————___—XXXXX_—_——— 
: a 
aoeh. ee 7 


ADVERTISER'S WEEKLY 


the only publication you 
need to reach every Chief 


Officer in local government is 


3 4 Clements Inn, 
London, W.C.2. 
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PRINT REVIEW 


HERE is a growing tendency 

to set type with the ends of 
the lines loose instead of lined 
up. Typographers sometimes 
try to justify this trick by logic 
—though when the fashion fades 
the reasons will seem curiously 
unimportant. 

This method is employed in 
a landscape quarto booklet 
describing the new Esso refinery 
at Fawley. There is a good deal 
of typematter and the typographic 
trick becomes tedious. The 
human eye is accustomed to 
squared-up masses of type and 
well-defined margins. Loose ends 
to lines of type are amusing in 
small quantities but not in large 
lumps. Medizval calligraphers 
often had no satisfactory alter- 
native to loose ends, but mechani- 
cal justification makes reading 
easier. 

* * * 


A FINE COLLECTION of fashion 
photographs is contained in the 
latest booklet produced by Stre- 
litz. My copy came from Peter 
Robinsons, the London store. 

An unusual feature, and a very 
worthwhile one, is that these 
photographs were taken in narra- 
tive form. They follow one girl 
on a _ holiday in Harrogate, 
another to Edinburgh, a third to 
Torquay and the last in London. 
They show the girls wearing 
appropriate clothes in ordinary 
holiday situations. 

John Cole made an excellent 
job of the photographs and the 
layout man has given them full 
scope as whole plates bleed-off. 
Hutchings and Crowsley were the 
printers. 


* * * 


“TEAM Work” is the history of 
John Laing & Son Ltd. And very 
impressive it is. It contains 108 
crown folio pages beautifully 
printed by Lund Humphries and 
with magnificent Cuneo paintings 
as end papers. 

The book is bound in a coarse 
linen in natural colour, with the 
simple title in brown. Which 
ought to remind a lot of designers 
that textiles can be obtained for 
covers more easily than some 
papers. 

~ * + 


MELLOR BROMLEY & Co., Ltd., 


By BRIAN HILTON 


makers of knitting machines have 
both imagination and courage. 
Their catalogues of machines are 
pretty, even dainty. The latest ‘s 
printed in black, pink, grey and 
yellow, all vigorously used so that 
the job is lively and by no means 
anemic. 

* ~ * 


SOME TIME AGO I reviewed some 
Bitumatic leaflets produced oa 
office printing machines. Writing 
to me that they believed there 
was much common sense in what 
I said, the advertising manager 
now sends me more leaflets, but 
printed by the trade. I think the 
designers and typographers will 
feel more satisfied. Probably the 
sales manager will be happier too. 
Naturally enough sales managers 
want the best; price considera- 
tions have to be imposed on them. 
These jobs are certainly crisp and 
clear, but I imagine it will be im- 
possible to prove that they pro- 
duced better results. 


* * * 


A 32-PaGE octavo booklet with 
a full colour cover entitled “From 
milk to mixed diet—a guide to 
baby feeding” has no sponsor's 
name displayed anywhere, and 
no address. All the foods men- 
tioned are Heinz—that’s all. 

Brilliance of colour and seven 
workings make notable a four- 
page leaflet sent out by Magnet 
Advertising to publicise theatre 
curtain advertising. A cheap way 
to a strong effect when colour is 
essential. 

The new Shell Motorists’ Guide 
to London will have a large and 
admiring public. It really does 
sort out the best routes through 
the maze of London streets. It 
also adds a snappy commentary 
on places of interest. 


* * * 


1 trust THE London Co-op’s 
booklet on the furnished flat at 
Lansbury won't go outside this 
country as an example of British 
print design. It is a complete dog’s 
breakfast. Example of bad 
design: using 72 pt. Perpetua 
initials (in red) to start panels of 
solid text set in Rockwell Light 
10 pt. set solid, the initials being 
in the margins not even cut into 
the text. Margins are different 
on almost every page, with foot 


(Continued on page 450) 
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Print Review—continued 


' tainly exciting to look at. 
de Majo and L. Bramberg, who 
designed it, have made the most 
of somewhat scanty material by 
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Continued from page 448 


margins the smallest. 
* ” ” 

“THE PRODUCTION IS considered 
one of the finest printing crea- 
tions seen in Great Britain since 
the war,” concludes a hand-out 


' about the new Biro Album. 


That invites the strictest judg- 
ment. I do not know who it is 
who considers this book one of 
the finest creations, or what his 
criteria are. The book is cer- 
W. M. 


inflating the simple facts of the 


ball point pen with elaborate and 
highly decorated design. The re- 
sult, however, is a troth of de- 
coration, a confusion of adorn- 
ment, piled up and overprinted. 

must confess to some 
astonishment that the designers 
should have printed text over 
pictures, rendering both muddled 
and almost illegible. 

On the credit side must be 
entered stimulation and interest. 
The design is never dull, so that 
at least the reader will turn the 
pages to the end. If only Biro 
could have told the inside story 
of its early merchandising cam- 
paign, from the day when pens 
were distributed free to Fleet 

T 


A page from the Biro book which 
is described, in a handout ac- 
companying it, as “one of the 
finest printing creations seen in 
Great Britain since the war.” 


Street journalists, the matter of 
the book might have been as ex- 
citing as the manner, and the glass 
would have been filled with sus- 
tenance topped off with froth in- 
stead of being full of mere scin- 
tillating foam. 
* * * 

PLEASANT, SKILFUL design 
characterises a booklet publicis- 
ing the Twickenham School of 
Art. The purpose of this booklet 
is not very clear for the text is 
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discursive, but one gets the im- 
pression that the school is the 
training ground of craftsmen. 

* * * 


YEAR Book of the Ipswich 
School of Art Typography Sec- 
tion contains an admirable collec- 
tion of specimens of students’ 
work, Suffolk is to be congratu- 
lated. 


| WHEN P.R. IS 
A SHAM 


There is a great danger in the 
spread of public relations and its 
acceptance by American business, 
that we believe has overtaken 
many companies to-day. It is 
simpiy this: a firm will hire a 
public relations man, or outside 
consultant, or set up a P.R. 
department, and figure the job js 
done. 

That is almost the worst thing 
that could happen, of course, be- 
cause at that point the job hasn't 
even been started. To have good 
public relations, you have to have 
an attitude throughout a com- 
pany, at every level of it, and you 
have to practice a set of policies 
growing out of that attitude, prac- 
tice them every hour of every day, 
and after hours as well. Anything 
less isn’t public relations at all. 
It is just a sham. 


REGINALD CLOUGH, 
Editor of Tide, American news 
magazine for advertising 
executives. 


CEUZZ 


LONDON 
TRAfalgar 4277-8 


BIRMINGHAM - 


EXHIBITION STANDS 


DISPLAY 


Priestle 


PRIESTLEY STUDIOS LIMITED 
- GLOUCESTER 


Gloucester 22281-3 


Victoria 2480 


MANCHESTER 


Blackfriars 3391 


“SCREEN PRINTING 


(* SPRINT) 


- CARDIFF 


Cardiff 2012 
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k:nock-knock 


We do not know precisely at what 
age people start to think of coming 
But we do know 
it’s sometimes young. 


into advertising. 


Boys and girls—when they begin 
to doubt their 
opinions that it’s 


fond relatives’ 
“Good enough 
for Punch”—sometimes decide 
that their ideas may be good 
(Where do 


they get the notion that the ad- 
vertising grade is easier to make?) 


enough for adverts. 


What does this agency say to the 
young would-be of to-day? When- 
ever practical, if there is sign of 
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News of PRITCHARD, WOOD 


“darling, shall we enter him for advertising ?” 


promise, we say “Come in and 
try”. 

For the advertising business—this 
one, anyway—must be fed with 
young blood. The restless imagin- 
ings of youth, mixed with seasoned 
experience, is the good recipe. 

During the last 2 years, 82 persons 
aged under 25 have joined us. 39 
of them have stayed. That is about 
as it should be. We must assess 
them, then try them. The stan- 
dards are high and we think it is 
satisfactory that nearly half have 
seemed good enough to stay. 


An advertising agency is just a 
bunch of peculiar people who 
manage to fuse their ideas and 
work together without actually 
“Let me meet the 
people” is the most sensible ques- 
tion a prospective client ever asks 
us. 


drawing blood. 


Yes—we're taking in young people 
very steadily. But please don’t 
read this and then write in telling 
us how clever Horace is. Unless 
it’s really true. Because, to stay 
with us, people do have to be 
rather specially good. 


F. C. PRITCHARD, WOOD & PARTNERS LTD. 


Advertising and Public Relations 


25 SAVILE 


ROW. LONDON, 


W.1.—REGENT 


7080 (16 LINES) 
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SOME VERY FINE SPECIMENS IN 
BLACkK AND WHITE !  Photo-litho-offset 


gives you a depth of colour scarcely matched by 


any other process. It is not always the least 


expensive process but, with the right subject, it 


promises distinction and sparkle, rivalling the 


original for beauty and detail. 


There are some 


Specimens we would like you to see in black and 


white as well as colour! 


CHARLES 
~ & READ 
LIMITED 


Print rs 


27 CHANCERY LANE, LONDON, W.C.2. 


rw 


by photo-litho-o ffset 


PHONE HOLBORN 2662 
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RONALD VICKERS IN THIS MONTH’S 
“REVIEW OF PACKAGING’ STORMS— 


A Bastion Of Tradition 


CLouby 
MONI 


FOR WASHING #& 


~__ INVALUABLE 


HE Scrubbs Ammonia label 

is one of the bastions of 
British tradition in merchandis- 
ing. 

Had I not seen this master- 
piece with my own eyes | would 
not have believed it possible for 
such an extraordinary piece of 
art work to survive into the 
second half of the twentieth 
century. 

I can guess the reason for its 
survival. Scrubbs no doubt feel 
that the prestige and brand 
loyalty which mean so much to 
their sales chart are attached to 
the label as closely as the label 
is attached to the bottle. Any 
alteration in the traditional design 
would, they may consider, have 
a bad effect on their sales. 

It is quite true that people get 
used to a design and that any 
sudden and violent change meets 
with doubt and distrust on the 
part of the customer. But it is also 
true that the major part of man- 
kind is strangely unobservant: 
We seldom take in more than a 
general impression of the things 
we look at. Ask anyone to 
describe exactly what a police- 
man’s jacket looks like and he 
will be unable to tell you. Take 
away from this label design some 
of its more ugly and irrevalent 
details and no one will notice 
they have gone. The only result 
wil be a slightly improved ap- 
pearance, greater clarity and less 
muddle. If this process is con- 
tinued a completely new label can 
be substituted for the existing one 
—not all at once, but by stages. 

A start could be made with the 
removal of the two bodyless arms 
which at present give unnecessary 


_AMMOR 


support to a miniature placard 
bearing two union jacks, an eagle 
and the somewhat disgourteous 
remark “Cleans anything and 
everything. Try it in your bath.” 
(The arms are rendered even less 
attractive by the fact that they 
are apparently the victims of a 
complaint which brings them out 
in blue spots and serrated edges.) 

Surrounding the central feature 
there are five slogans, three of 
which can only be read at the 
risk of dislocating one’s neck. 
And beyond these, at either side, 
there are acres of copy which only 
the super-patient and exception- 
ally clear-sighted will ever read. 

It would not be difficult to in- 
troduce modifications of these 
features one at a time, if complete 
redesign is out of the question. 

I should have thought that one 
of the chief problems of Scrubbs’ 
advertising was to convey to 
potential customers the many 
uses to which the product may be 
put. No less than fifteen different 
purposes are listed on the sides 
of the Scrubbs label, but they can 
only be known to those who have 
already purchased the product. 
The woman to whom Scrubbs is 
only a name may see the bottle 
every day in the shop without 
realising that it will remove the 
acid stains on her teacloth or 
clean the bristles of her hairbrush. 

A_ sensible redesign of the 
Scrubbs label would make its 
principal uses apparent art a 
glance. 


* * * 


TREBOR ARE now selling their 
boiled sweets in delightful little 
plastic packets with a neat closure 
which becomes a novelty card 
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DOMINANT SITES LTD. 


Take Pleasure in Announcing 
that they have been entrusted by the 
Blackpool Corporation with the Advertising Facilities 


For the First Time Ever 


within the 


BLACKPOOL [ILLUMINATIONS 


All Displays Booked for 1951 


—,and include 
ASSOCIATED BRITISH CINEMAS DOUBLE DIAMOND 
ATLAS ASSURANCE EVER READY 
BOVRIL GUINNESS 
COPES HOPE & ANCHOR BREWERY co., LTD. 
CRAVEN ‘A’ SCHWEPPES, ETC. 


A few Displays ‘Available 1952 & 1953 


av 


DOMINANT SITES LTD., 52, PORTLAND PLACE, LANgham 2050 (Ten Lines) 
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vans for 
preference? 


If you are not one of those firms whose delivery men 


drive about in nameless vans, then what we are about 


to suggest will appeal to you. 


The idea is ‘signature’ papers. We design and print 


for you a special box paper, with your name and address 


or your trading device; symbols that by skilful designing 


provide visual appeal and convert otherwise vacant 


7 space into powerful 


advertising media. 


The cost is reasonable, and 


subsequent printings work out 


at no more than stock ranges, because 


the cost of the blocks is covered 


in the initial order. 


SANDERSON 


make 


Signature papers 


§2/53 BERNERS STREET, LONDON, W.! 


454 


Review of Packaging—continued 


when the pack is opened. This 
design is commendable in that 
it combines visibility of contents 
with distinctive branding and 
novelty appeal. 

Sometimes, when transparent 
plastics are used for packaging, 
the entire job of selling is left to 
the product itself. This is well 
enough where the article is an 
original or patented product 
whose branding is inherent in its 
appearance. But where the pro- 
duct is similar in aspect to that 
of other manufacturers, a definite 
effort must be made to brand it. 

The name Trebor would mean 
little if anything to a child, but 
Cinderella and Bruno are easily 
recognised and will be looked for 
again. For parents who occasion- 
ally earn a share of the family 
sweet ration there is the advan- 
tage that sweets contained in 
plastic do not deteriorate into the 
sticky mess which is their usual 
end when kept in paper. 

The retailer is saved the tedious 
and sticky job of weighing out 
ounce by ounce and there is no 
heavy and breakable glass jar to 
handle. 

Full marks to Trebor. 


* * * 


THE SAME melancholy package 
will enter every home in the 
kingdom this week, next week 
and for some time to come. Why? 


SEPTEMBER 13, 1951 


Because, you see, the Government 
is responsible. 

In the dim and distant past 
when rationing was first intro- 
duced it became necessary to 
arrange for a single design to be 
adopted for all margarine sold in 
the country. Now you may be 
thinking that margarine is pretty 
dull stuff whatever you do with 
it, so may I remind you of the 
very excellent advertising that 
was done before the war by Stork 
for just this product. No pack 
need be dull; there is always 
something colourful and interest- 
ing an imaginative mind can find 
to say about the most ordinary 
article. 

Well, what do the Ministry of 
Food say about their margarine? 
They say it is “Special” and to 
show just how special it is they 
print the label in the most mun- 
dane colour, using the plainest 
type, without illustration or 
design or point of interest any- 
where. One gets the impression 
that they barely restrained them- 
selves from describing it as 

“edible fat, public for the use of.” 
The statement—“Computed in 
accordance with the Provisions of 
the Labelling of Food Order, 
1944” is printed at the base of the 
label for the benefit of the odd 
three or four people, out of fifty 
million, who might be interested. 
There is no excuse for this dull 
and gloomy packaging. The 
world may be short of food: it 
has never been short of designers. 


VICKERS WAS 


Edward L. Pope, a director of 
Aplin & Barrett Ltd., bottlers of 
St. Ivel honey, writes: 

Our attention has been called to 
your “Review of Packaging” 
(August “, p. 258). 

The St. Ivel honey label illus- 
trated there is one of pre-war de- 
sign which, for obvious reasons, 
has had to be continued until re- 
cently. Now that designing and 
printing facilities are once again 
available, albeit with almost in- 
tolerable delays, we have com- 
menced to re-design our labels 
and produce a new series which 
are perhaps more in accordance 
with current tastes. 

We are in sympathy with your 
points as to indicating the origin, 
the nutritional value and the plea- 
sure it can give to children. Even 
these simple statements involve 
much difficulty. World markets 
are still so erratic that it is 
virtually impossible to ensure a 
consistent supply of honey of even 
quality from any one source to 
comply with statutory labelling 
requirements; “blended imported” 
is the only practical answer as 
otherwise labels would have to be 
carried in stock with perhaps 
twenty different markings on 
them. 

The other points arise out of 
designing difficulties of labels for 
small packages. We think you 
will agree that the essentials of a 


RIGHT, BUT... 


Last month Ronald Vickers 
adversely criticised a St. Ivel 
honey label he had found in a 
shop. The bottlers had, in 
fact, already started to re- 
design their labels. Here a 
director explains why all of 
Vickers’ suggestions could not 
be made use of. 


The new St. Ivel label 


label are to indicate the brand 
and the article. Almost all other 
lettering will detract from_ this 
message and make it very difficult 
both for the shopkeeper and the 
public to spot the article they re- 
quire. The position is already 
sufficiently complicated with the 
items the Government insists upon 
our printing. Nevertheless, we 
are glad to have your criticism 
and we are sure we shall find it 
helpful when we come to re- 
design our honey labels. 
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Everybody wants to know 
What's in The TATLER? 


Readers ... spender readers... 
more than a million of them each 
week, want to know what is in The 
Tatler. When they know, they go 
out and BUY . . . because they can. 
For them nothing but the best will do. 


Advertisers... the shrewdest in 
the land... many hundreds of them, 
know that the pages of The Tatler 
represent (uccording to season) the 
premier market place for quality 
merchandise of every description. 


SPECIAL NUMBERS IN 1952 


EARLY SPRING NUMBER March 12 
SPRING NUMBER April 23 
HOLIDAY NUMBER May7 
SUMMER NUMBER June 11 


AUTUMN NUMBER _ September 17 
MOTOR SHOW NO. October 18 
WINTER SPORTS NO. November 12 
CHRISTMAS SHOPPING NO. Dec. 3 


ADVERTISERS WANT TO BE SURE THAT THEIR ADVERTISEMENT IS 
IN THE TATLER, BECAUSE IT PAYS IN SALES. 
COLOUR FOR 1952 IS HEAVILY BOOKED—HURRY ! 


W. T. CARPENTER, Advertisement Manager, Ingram House, 195-198, Strand, London, W.C.2. 
Manchester Ofice : 53, Market Street. 


Telephone : TEMpke 5444. 
Telephone : Blackfriars 4109. _ 
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PHILIP EMANUEL, ADVERTISEMEN, 
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WOMAN—the supreme weekly for women— 
dominates the women’s market. No other weekly 
paper for women has anything approaching its 
mass coverage. Year after year advertisers whose — 
products appeal to women consistently use the 
advertising pages of WOMAN for their message. 
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ADVERTISER'S WEEKLY 


and of good outdoor sites,” 
somebody wrote the other 
day, “are forcing many buyers 
of media to bring in films to get 
their message home.” 

1 see no reason why the 
buyers should be “forced” into 
this “unhappy” position. 

The film has become in recent 
years a powerful medium for 
influencing the taste and mode of 
life of virtually unlimited num- 
bers, and the potentialities of 
film influence on mankind can 
hardly be over-estimated. 

This fact was realised by the 
Government when it utilised the 
Films Division of the M.O.I. for 
propaganda and morale-building 
films during the war years, a 
policy which still operates under 
the C.O.1. It should hardly be 
necessary for anyone engaged in 
advertising to be convinced of the 
commercial or public relations 
value of films. 

The fault for frequent mistrust 
of films as an advertising medium 
lies heavily with those who have 
“unwittingly forced a client into 
‘a project through shortsighted 

salesmanship, rather than from a 
"commonsense appraisal of pro- 
‘duction values in relation to his 
pproduct. The result has been 
‘that such a client, on many 
occasions, has been committed to 
a far greater cost than has been 
really necessary. 

Obviously this client is lost 
after his first venture, generally 
for evermore. 

That is why, when one men- 
tions films to some possible 
client, a look of horror may 
steal over his face. On further 
—— the matter one generally 

nds that the client has been 
“taken for a ride,” having paid 
fantastic sums for a mediocre 
presentation (of practically no 
commercial value at a!!), as well 
as having had to wait 3-6 months 
beyond the original date of 
delivery. In such instances one 
can hardly blame the client. 

The film industry has had its 
sharks, as have other types of 
business: The diddle-and-run 
variety is an example. Another 
is the “overheads shedder.” who 
puts on to some innocent client's 
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film the overheads from some 
other ramifications of his film 
concern, A reputable producer can 
normally turn out a good film to 
a time schedule, and at a cost 
35 per cent to 30 per cent below 


that of the concerns’ with 
“spreadover overheads.” 

Clients who are still consider- 
ing films (after such experiences) 
now weigh carefully the pros and 
cons of production value, time 
and costs, wiser in the light of 
past experience. 

Here is one suggestion of how 
an advertiser can get a square 
deal out of film advertising. 

The public is 
know many things concerning the 
commodities it buys—their form 
of manufacture, ingredients; why 
and where they are made, social 
conditions under which workers 
are employed—in fact, everything 
up to their final distribution— 
and if the consumer can be 
assured that what he is buying 
has those qualities which are 
advertised -and that the amount 
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COMMERCIAL FILMS 


How Story Technique And Indirect Selling 
Can Provide A Profit From Your Films 


By JAMES A. WILSON 


MANAGING DIRECTOR, REGENT FILM CORPORATION 


interested to 


of money he pays is reasonable 
and fair, the manufacturer has 
made a customer for life—and 
that is no mean achievement! 

Such a goal can be reached 
employing story techniques which 
will sell the product in an indirect 
way so as to produce what is 
virtually a pure entertainment 
film; in which case, the sponsor 
has every opportunity of selling 
his film to the cinemas and thus 
recovering his production costs, 
with a profit. 

The difference between definite 
advertising and sponsored films 
of “pure” entertainment depends 
entirely upon the particular com- 
modity involved—some lend 
themselves to sponsored enter- 
tainment films but not to direct 
advertising, and vice versa. 

It is a truism that documentary 
and sponsored films for non- 
theatrical showing, as a whole, 


lack entertainment value. Let us 
face it—the term “dry-as-dust 
documentary” is now quite 


commonplace. It is equally true 


that industrial organisations, 
when arranging showings of their 
own films, have adopted the 
practice of hiring cartoons and 
comedy shorts to liven up the 
programme. What a comment 
on their own films! 

Humour, comedy and drama 
can gild any sponsor's film to 
make it the entertainment film of 
the show. The pleasure derived 
from the entertainment will be 
inextricably bound up with the 
rat id that the film is trying to 
sell. 

Because of the sad plight of 
the British film industry, there is 
a dearth of good interest and 
entertaining short films—an ideal 
market for the sponsor who is 
prepared to back such subjects. 

The outlook will become even 
brighter when artistes with “big 
names” come down to earth, for- 
get their fantastic fees for making 
very short appearances, and lose 
the notion that Mr. Sponsor's 
pocket is lined with gold. Mr. 
Gaitskill got there an easy first! 


REVIEW OF NEW PRODUCTIONS 


THE CONGO HAS LOST ITS PULSE 


HE Pathé Documentary 

Unit has already given us 

two notable films in its 
“Wealth of the World” series. 
Now this series is continued 
with Congo.Harvest—the story 
of the development and large 
scale production of palm oil. 

In “Oil” and “Transport,” the 
first two films, Pathé succeeded in 
keeping their distance from their 
subject matter with telling effect. 
The crisp, slightly metallic com- 
mentary, was beautifully chosen. 
In “Congo Harvest,” the same 
technique is employed and is as 
disappointing as an artichoke 
without a heart. 

For once, it is not easy to see 
just why one is left unmoved by 
this industrial story with the 
bones of a miniature epic. Forty 


years ago, there was no harvest in — 


the Congo. Then, an enterprising 
pioneering Englishman, one 


William Lever, was granted a 
concession by the Belgian Govern- 
ment to cultivate oil-bearing 
palms in a land where the primi- 
tive natives had already dis- 
covered for themselves the nutri- 


. tous value of their abundant palm 


trees. From ‘the moment a 
parley with the tribal Chiefs 
assures Mr. Lever of all the man- 
power he needs for his enterprise, 
everything is smooth sailing 
according to the film. Jungle and 
bush are cleared by axe and 
brawn, gigantic processing mach- 
inery for expressing the palm oil 
are trundled yard by yard into 
the bush clearings by teams of 
sweating? willing Africans, and 
unknowingly they have stepped 


_ out on the road to our kind of 


civilisation. 

And here, I think, lies the 
weakness of the film. At no 
place in the film is there any 
inkling of the impact that chang- 


ing conditions has made on these 
recruits. 

Impassively, they would appear 
to accept the homes erected for 
them, the schools for their chil- 
dren, the issue of clothing on their 
arrival. The camera never 
registers any glimpses of their 
true feelings, sneaks up on them 
in their leisure hours to suggest 
pleasure or dismay, agreement or 
dispute. 

Excellent though the photo- 
graphy is, the story told with too 
great an economy on film, reduces 
itself to economic facts and the 
justification thereof, when the 
same story might have pulsated 
with the virility of a people. 

In case you have not guessed it. 
this 17-minute film was sponsored 
by Lever Bros. and Unilever. 


* * * 


C.1.’s latest venture into the 
e realm of news-reels as an 
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—AND WHY IS IT 
SO IMPORTANT 
TO YOU? 


He is directing a film, and 
has been chosen because his 
training and creative ability 
make him the best man for 
this production. That’s im- 
portant to you because it is typical of the working of the 
Film Producers Guild, which is a team of specialised film 
men. Behind their technical skill lies an understanding of 
Industry—your Industry. It could be a film which would 
correctly present your public-relations policy, put over your 
sales points or explain your manufacturing processes—made 
by the director best able to interpret your message. 

Write for our illustrated brochure—or, better still, why not 
have a talk with our Secretary? He’ll be able to tell you all 
about the role played by the Film Producers Guild in 
modern advertising. 


Guild House - Upper St. Martin's Lane + London W.C.2 + Tel: TEMple Bar 5420 
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All Advertisers are invited to see these 
PINSCHEWER CARTOONS 
(in Technicolor) 
produced recently for home and export publicity 


Fior d’Agosto 
Sun’s Magic 
Bread _—_ Ferguson tractors, England, Export 

Save Baby Save 


a tomato concentrate, Italy 


canned goods, Switzerland 


National Savings, England 
King Coal —_ National Coal Board, England 
Help on Wings 
Il salto oltre le Alpi 
The Mouthwatch 


Swiss Red Cross 


Swiss cheese export to Italy 
Kolynos Dental Cream, England, Export 


average length 3 minutes each. 


Write or ‘phone for screening dates 


’ PINSCHEWER FILMS LIMITED 


102 Bishopsgate - London, E.C.2. - London Wall 6832 


Studios in London and Berne for producing Cartoon Films 
and Filmlets 


They took too long to make it pay. 
When, just before they fell from grace, 
They started using Kodatrace, 
Which, after all, is commonsense — 
For saving labour and expense. 
And now they’ve Kodatrace to thank 


CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. 


LED) 
> yo 
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both ran a studio in town. 
7] But profits showed 

y a marked decline 

When they tried colour work in line. 


'/} 
\ \ ! / 
Though patiently they slogged away, A: 


for lots of money in the bank. 
A KODAK PRODUCT 


Kodat 


THE MODERN TRACING FILM 


Supplied in 30° and 40° widths in rolls of 20 yards and half rolls of 10 yards. 


Sole Distributors : HC.Slom 


Tel: HOL. 6086 
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(Continued) 


internal house organ is called 
Panorama Nos. 2 and 3. 
“Panorama” creates a prece- 
dent by deliberately setting out 
to spotlight one ordinary worker 
in each issue. The internal re- 
action to this policy will be worth 
recording (when it is known), 
because other firms making use 
of news-reels or cinemagazines 
have scrupulously avoided the 
personal close-up of members of 
their staff in the belief that the 


reaction to seeing “Mr. Tom 
Smith” holding the limelight 
would create jealousies. It is an 


argument not easy to combat. 
The selection of a member of 
a staff should, of course, rest on 
his or her ability to contribute 
something to interest and enter- 
tain the audience. Homer Last, 
of LC.L’s plastics division, does 
Sboth. Entertainer and scout- 
master in his leisure time, he does 
a “turn” and does it well. LC.1.’s 
own film unit shot this item with- 
out letting the audience hear the 
sound of his speaking voice—a 
policy, which would have given 
good results had it been applied 
to another participant, whose 
unhappiness in front of the 
camera was reflected in his voice. 
On balance. LC.1, are to be 
congratulated for their production 


of a very human news-reel, with 
a Special award to the item 
devoted to the lead shot-tower. 

* * * 


OBODY interested in the 
AN unearthing of oil in the 
bowels of the earth should miss 
seeing Associated British-Pathé 
(tds Oi} For The 20th Century 
made in association with the 
Anglo-Iranian Oil Co., Ltd. The 
search for oil in Persia by that 
ntrepid pioneer, W. D'Arcy, is 
lent a certain piquancy by cur- 
rent events, but in no sense is the 
film intended as a background 
film. If unintentional links exist, 
they are links of national 
character. 

The sources of materia] for this 
film are a blend culled from 
archives hidden deep in the vaults 
of the City of London and some 
historically valuable news-reel 
material of D’Arcy, which Anglo- 
Iranian provided. This material 
has been expertly edited an 
photographed. : 

* * * 
HAT more appropriate film 
subject could there be in 
this Festival year than the City 
of London? The central theme of 
the documentary is the tradi- 
tional “fair trading” practices 
surrounding its business 
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activities, where the nod of a 
broker's head and the verbal 
agreement have the same weight 
as a signature elsewhere. 

The glimpses of London at 
daybreak, before the suburban- 
ites spill into her midst, are 
breath-takingly beautiful. Memor- 
able too, are the scenes of bustle 
round the markets of Billingsgate 
and Covent Garden; the signs that 
the old craftsmen of the City stil] 
ply their ancient skills in the 
limbo of small workshops; that 
tea and sherry and silks still 
invite the connoisseurs of palate 
and feel of fingers. And then, of 
course, retaining all the dignity of 
their ancient rights, come the 
Lord Mayor, his Aldermen, and 
Common Councillors, seen in 
session. There is so much dignity 
in this film, that the commentary 
might well have been less stylised. 
But, to overseas visitors, here is 
a heaven-sent opportunity to 
wallow in tradition. 

* * ” 


i iy Industrial Welfare Society 
have been working on a 
of film-strips on Case 
of Human Problems at 
Work, which are of great import- 
ance to industrial managements. 
Each film-strip presents one 
human relations problem (based 
on actual case histories) 
which has caused friction. The 
problems are so presented that 
the solution is left wide oven for 
subsequent discussion at foreman 
level. In no case is the solution 
either simple or permitting of 
one answer. In fact, the purpose 
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in making these film-strips is to 
stimulate discussion, and un- 
questionably, they will achieve 
this result. 

To quote just a few of the 
problems raised: What would 
you do about an _ attractive 
female employee, whose presence 
in a chemical laboratory upset 
the concentration of the male 
employees, but whose own work 
was beyond reproach? And what 
would you do about the “awkward 
customer” in the workshop, who, 
in answer to the safety officer's 
order to replace the machine 
guard, refuses on the grounds 
that it would hamper his speed 
and thus his merit payment? 

These film-strips are unique in 
their field and a real acquisition 
to the most peaceful of industrial 
firms. 

* * * 


OW, with the approach of 

the long winter months, firms 
will be turning their thoughts to 
film programmes for their em- 
ployees. 

I saw recently a good range of 
10-minute general information 
films, made by Lexicon Films 
Ltd., which make a_ suitable 
leavening. For instance Atomic 
Energy is a most explicit intro- 
duction to the subject. 

Books, another 
absorbing 10-minute film, covers 
the cycle from the author's MS. 
in typed form through to the 
printed and bound volume. The 
degree of mechanisation now 
available for book production will 
fascinate the layman. 


RESBURYS 


S. PRESBURY & CO. LTD. 


If your field is too restricted... 


Pr! 
Nl 


GLOUCESTER 


... your yield will be equally unsatisfying. To 
yield its best, screen advertising must be able to 
reach the whole of its huge rich field— and that 
means the cream of the Independent Cinemas, 
the PRESBURY Cinemas. There are 3,500 of 
them in all parts of England, Wales and Scotland 
—representing 72°, of all British Cinemas. 

in The PRESBURY service provides complete 
facilities for producing and distributing films, 
filmlets (coloured or monochrome) and slides for 
the whole or any part of this vast mass market. 
For screen advertising that produces a really 

\ worth while harvest, consuit PRESBURYS. 


HOUSE 
19 CHARING CROSS ROAD: 


w.c.2 


Telephone: WHitehall 3601 
Member of the Association of Specialised Film Producers 


= ae 
| ai 
_ 7 _ 
_ | 
J | 3 
; o 7 : 
/ P : 2 - e . ; 
t % : i” | ay ‘ 
‘ ; > f ¢ \ \ : ES 
. : Pe een ™ 4S F 
5 f a - , 4 Pp ag 
; , id 
ne 3 my ~ nig ‘ 
alt ; : <a ) . 
+ » ' ae 
te \ ' he: = €. y 4 y ! 
- ) y P wie Tr } : 
7 4 : 
dy y 7 3S ln i 
7 } \ \i : 4 . | As - 
&g \ J —— 
NN NGC ee fea | 
’ bs, an 3 Nh ES: DI, i iy Ih : 
4 ea fl 4 aS r. 
=] ae. 
= 4 
7 Oh! —_/—-_ Fs 
ee ;% 
ay — ee 


SEPTEMBER 13, 1951 


PECIAL LONDON SHOW ISSUES 
of the foremost motoring journal 


N October, The Autocar will pudlish three most 
important issues. Heavily enlarged, colourful and 
authoritative, they provide complete coverage of the 


1951 Lonpon SHow. Snow Guspe— published five 
days before the Exhibition — contains a comprehensive 
plan of the stands; exhaustive Buyers’ Guide ; survey 
of style and technical trends, and a pictorial record of 
outstanding cars. Sxow Reporr: stand-by-stand report 
with brief specifications of all models; details of the 
latest trends in engines, transmissions, frames and 


structures, suspension, steering and brakes, coachwork, 
caravans and equipment. An alphabetical guide to the 
Accessory, Components and Tyre Sections is included. 
The Sxow Review will complete the reference value of 
these great issues by providing a final commentary and 
comprehensive technical survey. Here is a well-timed 
opportunity for you to place your products before the 
world’s motoring public through the greatest Avrocar 
issues of the year. All three issues will be on sale at 
the Show. j 
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STUDY If. <. 


IT CAN SAVE YOU 


o any advertiser with goods of quality to sell—who is planning 
his 1952 campaign—there can be no more welcome or 
significant fact than this: the two “‘class”’ magazines, leaders 
in their respective fields in Britain, also have the lowest page rate 
per 1000 copies sold: That is proved by the table opposite. Look 
at these figures. Check them carefully. Then draw the obvious 
conclusion—how to get the best value for your money within the 
limit of your appropriation. 


House & Garden 


PUBLICATIONS 37 Golden Square, London, W.1 
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GOLDEN 


JUBILEE NUMBER 


of 


ENS WEA 


16th FEBRUARY, 1952 


-This Souvenir issue will present a 
comprehensive review of the MEN’S WEAR 
TRADE over the past 50 years, depicting the 
important historical events throughout that period. Special 
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articles will portray the changes of men’s styles 
since 1902, recalling the highlights of 50 
years of Men's Wear trade news. 


SPACE RESERVATIONS 
AGENTS are advised to reserve their advertisement space as early 
as possible, owing to a fixed number of pages being available. 


HEAD OFFICE: 
Kings Bourne House, 229/231 High Holborn, 
London, W.C.1.. CHAncery 6291. 
BRANCH OFFICES: 
Manchester: 10 Piccadilly Central 1806 
Leeds: 4 Wormald Row, Albion Street 28654 
Glasgow: 58 West Regent St. Douglas 6481 
Birmingham: 12 Cherry Street Midland 4708 
Leicester: Phoenix Bldgs., Berridge St. 23661 
Belfast: Ulster Bank Chambers 28268 
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Advertiser’s Weekly 


Annual Survey Of 


TRADE & TECHNICAL 
ADVERTISING 


‘HOW DISTRIBUTION 


TRADE PRESS 


After many months of reading trade papers, SCRUTINEER 


concludes that trivialities are wasted here. 


A new 


approach, he says, is needed by many advertisers if they 
want to get the best out of this powerful medium. 


NE of the outstanding im- 
(reson I get from con- 

tinuous and critical study 
of trade journals is that there are 
few advertising agents who are 
really alive to the possibilities of 
this wide and remunerative field. 
Not that trade papers do not 
contain much agency business— 
on the contrary, they are re- 
sponsible for a majority of the 
display matter—but the whole 
set-up of so many of the ads. I 
see month after month shows a 
lamentable ignorance of the man 
at whom the messages are 
directed—in most cases, the 
shopkeeper. 


Without doubt, there is a very 
real need for a new approach to 
this field; an approach which 
must be based primarily on the 
tremendous change which has 
taken place in the world of retail 
distribution over the past ten 
years or so. And there is no 
better guide to this transforma- 
tion than the majority of trade 
journals themselves. 

Comparison between the con- 
tents, presentation and make-up 
of to-day’s trade paper and its 
pre-war issues reveals immediately 
the improvements that have taken 
place. The result is not only 
vastly increased circulation, but 
a new conception of value on the 
part of the readership. 

There is no gainsaying the fact 
that the war had a lot to do with 
this welcome revival in such an 
old-established publishing field. 
The introduction of rationing, 
controls and restrictions, with the 
accompanying "Government 
Orders, supply shortages and irate 
customers, presented the trade 
Press with a golden opportunity 
to assist and protect its readers. 
So well was this job carried out 


that Government departments 
were soon holding special trade 
Press conferences at which new 
Orders were fully explained and 
questions answered. On more 
than one occasion legislation was 
amended because the trade Press 
was able to show how unfair or 
unworkable it was to one or morg 
sections of its readers. 


This editorial policy of protect- 
ing the interests of the trade it 
served rapidly enhanced the repu- 
tation of the trade paper. Its in- 
terpretation, in readable language, 
of official edicts was accepted 
without reserve, but with genuine 
thankfulness, by millions of 
traders, especially the smaller 
ones, throughout the United 
Kingdom. Here, indeed, was a 
necessity in business, and as such 
it was read throughout with a new 
concentrated interest. 


The war is over and many of 
the irksome controls remain, but 
not merely as static legislation. 
Week by week prices change, 
rations of this or that are 
increased or decreased, raw 
materials are released for general 
use or banned anew. So the trade 
Press continues to hold the 
utmost interest for its readers 
and, freed from the fetters of 
war, opens its mouth even 
louder to shout the claims of the 
industry it serves for the fullest 
Opportunity to get back into its 
normal progressive stride. And 
there is amovle evidence of the 
success of this forthright policy 
—evidence which adds power to 
the papers concerned. 

This new spirit which has per- 
vaded the trade Press field over 
the past decade has not been 
restricted, however, to matters 
linked with the national economy 
and Government policy. Spurred 
on by success in this sphere, the 
modern trade paper has assumed 


the mantle of teacher and adviser. 
Alongside the trade news it pub- 
lishes articles by specialists on 
the everyday problems that affect 
its readers—advertising, display. 
salesmanship, packaging. _ staff 
training, shopfitting, lighting, and 
the like. Several well-known 
legal men regularly contribute 
articles on the law as it affects 
the trader, and famous names, 
like Strube, indicate the level of 
many of the cartoons on trade 
matters which are featured. 


CHANGES AFFECT THE 


Another welcome change is 
evidenced in the presentation of 
new merchandise as news on 
many sides. There was a time 
when many trade papers con- 
sidered the featuring of manu- 
facturers’ products under their 
names in the editorial as sheer 
“puffery’—that was something 
strictly for the advertisement 
pages. To-day, however, the en- 
lightened trade journalist realises 


(Continued on next page ) 
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Trade and technical advertising suffered a considerable setback 
—s the war, but as these tables (supplied by Fron Publishing Co., 
from their records) show that the loss has been more than made 
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good: Expenditure in these media in 1950 was well above 1938. The 


totals given do not, of course, represent all money svent in 


the trade 


technical Pres. Legion Publishing Co. confine their coverage in 
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If the product is for 
the Grocery Trades 


Aplin & Barrett Ltd. 
Armour & Co., Ltd. 
Aspro Ltd. 
Austin—Crompton—Parkinson Ltd. 
The Bantam Products Ltd., 
Batchelors Peas Ltd. 
Batger & Co., Ltd. 

J. Bibby & Sons Ltd. 

Birds Custard Powder 
Brand & Co., Ltd. 

British Poster Association 
Brooke Bond & Co., Ltd. 
Brown & Polson Ltd. 
Bryant & May Ltd. 

W. J. Bush & Co., Ltd. 
Cadbury Bros. Ltd. 
Canadian Government 
Carr & Co., Ltd. 


Citrus Products Ltd. 
Colgate—Palmolive—Peet, Ltd. 
Commer Cars 

Crosbies’ Pure Foods Ltd. 
Crosse & Blackwell Ltd. 
Cussons, Sons & Co., Ltd. 
Daw’s Fruit Cordials Ltd. 
Dunlop Tyres 

Frigidaire 

Goodall, Backhouse & Co., Ltd. 
H. J. Green & Co., Ltd. 

J. & E. Hall Ltd. 

C. & T. Harris Ltd. 

Thos. Hedley & Co., Ltd. 


Geo. Payne & Co., Ltd. 

Radio Times 

Joseph Rank Ltd. 

Jas. Robertson & Son Ltd. 
Ronuk Ltd. 

L. Rose & Co., Ltd. 

Ryvita 

St. Martin Preserving Co., Ltd. 
Schweppes Ltd. 

A, & R. Scott Ltd. 

J. A. Sharwood & Co., Ltd. 
C. Shippam Ltd. 

Smedleys Ltd. 

Standard Brands Ltd. 

L. Sterne & Co., Ltd. 

G. F. Sutton, Sons & Co., Ltd. 
W. Symington & Co., Ltd. 
Tate & Lyle Ltd. 

Typhoo Tea Co., Ltd. 

Van Houten Ltd. 

United Canners Ltd. 

A. Wander & Co. Ltd. (Ovaltine) 
Watford Biscuit Co., Ltd. 


H. J. Heinz Ltd. 

Holbrooks Ltd. 

H.P. Sauce Ltd. 

Hugon & Co., Ltd. 

Huntley & Palmer Ltd. 

Hussman British Refrigeration | td. 

W. & R. Jacob Ltd. 

Kelvinator Ltd. 

Kia Ora Ltd. 

The Kiwi Polish (Ptg.) Co., Ltd 

Kraft Foods Ltd. 

Lever Bros. & Unilever Ltd 

Libby McNeil & Libby Ltd 

McDougalls Ltd. 

MeVitie & Price Ltd. 

Macdonalds Biscuits Ltd. 

Macfarlane Lang & Co., 

Maconochie Bros. Ltd 

Marsh & Baxter Ltd 

Mazawatee Tea Co. Lid 

Midland Vinegar Co., Ltd. 
OF. 


Ltd 


Willer & Riley Ltd. 

Wilts United Dairies Ltd. 

Wm. Wren & Co. (Watford) Ltd. 
Wrights Biscuits Ltd. 

Young Accumulators 


the ADVERTISING is for 
THE GROCERS’ GAZETTE 


New Zealand Government 
Palmer Mann & Co., Lid 
Paton Calvert & Co.. Ltd 


Angus Watson & Co., Ltd. 
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TRADE & TECHNICAL ADVERTISING 


How distribution changes have affected Trade Press 


Readership—continued 


that developments in merchandise 
and packaging are as much news 
for his readers as, perhaps, the 
formation of a powerful new 
enterprise, or the closing down of 
an important  old-established 
business. But there must be a 
news angle; none of us, whether 
we be on the advertising or 
editorial side, can really believe 
that publishing a paragraph or 
picture purely and simply to 
please an advertiser does any- 
thing but lower the prestige of a 
journal. 

And, by the way, here is a word 
of warning. Trade journalists, 
generally, don’t like those official- 
looking slips which some advertis- 
ing agents send out with editorial 
publicity for their clients, asking 
when the matter will appear, etc. 
Rather than have the trouble of 
replying, the whole thing is 
spiked. Send the editor the facts, 
and leave it at that; you will find 
it pays better in the long run. 


Shopkeepers Trust 
Trade Papers More 


“Where does the new approach 
to advertising come in?” you 
might ask. The answer is that 
the shopkeeper to-day has a far 
greater trust in his trade paper 
and reads it for a more definite 
pyirpose. The years of restrictions 
and shortages have changed him, 
as they have his trade Press. He 
is a keener student of trade affairs 
and of new products, prices and 
selling ideas; in fact, in most 
cases he is a far shrewder 
businessman that he was before 
the war—he has to be to make 
any money to-day. 

Here, then, is an obvious reason 
why the selling approach to him 
through his trade paper—and that 
is more than ever the medium he 
associates with business—should 
be planned in a completely differ- 
ent light to that aimed at the 
consumer. As an_ example, 
whereas the man-in-the-street, 
when he wants to buy a new rain- 
coat, may ask for a_ branded 
article he has constantly seen ad- 
vertised in the national Press, the 
magazines, and on hoardings, the 
shopkeeper wants to know the 
technical details, stock position, 
and price before he sends in an 
order. And few of them these 
days have the time or the inclina- 
tion to write and ask for such 
details, if they know all about 
similar goods which are available. 
Their increased keenness as sales- 
men, on the other hand, will prob- 
ably result in their selling the 
customer off the line requested 
and on to a garment which is in 
stock, whether that be a nation- 
ally advertised brand or not. 

It is no secret that many well- 
known branded goods manufac- 
turers who formerly held the belief 
that they could practically force 
retailers to stock their products 
simply by concerted advertising in 


the consumer Press, have found, 
on the return to more normal con- 
ditions, that they were indeed 
wrong. The success of a campaign 
to-day depends as much on the 
retailer's decision to buy (and 
sell) as that of the consumer. And 
the former is not primarily in- 
terested in fancy phrases and ex- 
pensive artistic “reproductions”; 
he wants facts and figures. At 
the same time he realises the 
benefit which he can derive from 
the suppliers’ national advertising. 
But it is useless for a manufac- 
turer to tell the shopkeeper in a 
trade Press ad. that “we are 
undertaking the biggest ever con- 
sumer Press advertising campaign 
for our product.” Name the pub- 
lications to be used and stress 
their circulations. 

One of the best trade Press ad- 
vertisements I have seen lately 
was in a pharmaceutical trade 
journal. A full page was devoted, 
not uncommonly, to a reproduc- 
tion of a manufacturers’ latest 
consumer Press display. But in 
addition to giving the names of 
the papers in which it was to 
appear, and the dates, this an- 
nouncement, by means of arrows 
and inset panels, showed the 
retailer how the various points 
brought out would assist him in 
his business. No sweeping super- 
latives, just plain commonsense 
facts. 

Then there was the double- 
page spread in the men’s clothing 
trade journals, which, although 
it had the rather general, bold 
and arresting heading, “Sales Up! 
Up! Up!” made the most excel- 
lent use of the space to put over 
a factual sales story. It was a 
spread which could not but attract 
and appeal to the keen and busy 
shopkeeper, who is always on the 
lookout for profitable lines, but 
who has no time for meaningless 
trivialities. Full technical details 
of the flannel trousers offered 
were clearly and concisely stated, 
the illustrations were purely in- 
cidental and no attempt was made 
to over-glamorise the merchandise 
—a futile effort which, unfortun- 
ately, is seen so often in the trade 
Press; almost certainly it must do 
more harm than good. 


‘Consumer Appeal’ 
Misfires Here 


There are, of course, numerous 
other examples of what I like to 
term “real trade advertising,” as 
opposed to the consumer ap- 
proach, but a casual glance at 
practically any trade journal will 
reveal] the deficiencies in this 
respect. Particularly is this so in 
the case of nationally advertised 
products. One gets the impression 
that many agents prefer to con- 
centrate their efforts primarily on 
the general field and utilise the 


Continued on page 470 
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ELL the World, too, about the 
quality of your goods through the 
medium of CiLotn and CLorTuHEs. 

Crotra and Cuiornes is devoted 


exclusively to men’s textiles and clothes. 


Crorn and Cxiorues is published monthly. 
Here is a quality magazine of which Britain can 
be proud. It is the obvious medium for those 
who sell men’s apparel and clothes to the world 
markets. CLorn and CLoTHEs goes everywhere. 


CLOTH and CLOTHES 


Manchester Office: 27 BRAZENNOSE STREET 


139/143 ‘OXFORD STREET - LONDON - W.1 


Telephone: Gerrard 5776 
Telephone: Manchester Blackfriars 6297 
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ADVERTISER'S WEEKLY 


The more responsible 
and enterprising 


Newsagents, Booksellers 
and Stationers 
—and therefore THE BEST 


from an advertising 
point of view— 


belong to their trade 


organisation, the 


NATIONAL FEDERATION 
OF RETAIL NEWSAGENTS 
BOOKSELLERS AND 
STATIONERS 


—and read the only 


journal owned by 


that organisation, the 


NEWSAGENTS 
BOOKSELLERS 
REVIEW ana 


STATIONERS GAZETTE (weexty) 


Page size 8} x 63 ins. 


Produced as an independent unit at 


15, Charterhouse Street, E.C.1 
Telephone: HOLBORN 9127-8 


Specimen and rate card on application 
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TRADE & TECHNICAL ADVERTISING 


HOW 1 USE THE 


TRADE PRESS 


ROY WATSON, advertising manager, Goodyear Tyre & 

Rubber Co., Ltd. tells fous bh uses the “en ican to 

merchandise his firm’s shoe heels and soles and as the 

company’s link—other than periodic salesman’s visits— 
with the whole repairing trade. 


F you are selling a product 

for which the market is the 
entire population above the age 
of two and which is supplied 
through the medium of a retailer, 
then the trade Press is quite 
essential to you. It becomes 
an even more important medium 
when the product is an inex- 
pensive one which would require 
long and costly advertising cam- 
paigns to sell by creating con- 
sumer demand alone. 

These exactly are the condi- 
tions facing the promotion for 
Goodyear Soles and Heels. With 
the start of production at Wolver- 
hampton in 1933 the range ex- 
tended considerably. (Prior tw 
that date sales were confined to 
a comparatively small range of 
heels made in Canada and sold 
mostly to boot and shoe manu- 
facturers). The war interfered 
with the department's progress, 
but rising leather prices and war- 
time shortages created a trade 
demand that could never be satis- 
fied. In post-war "years the de- 
mand has been constantly ahead 
of production due to main- 
tenance of the highest quality 
control, plus controlled selling 
and advertising policy. This 
policy was well received by the 
trade who have supported the 
brand through all its difficult 
supply periods. It is the trade, 
represented by the wholesalers 
or leather and grindery mer- 
chants and, through them, the 
boot and shoe repairer who hold 
the final decision on which brand 
the consumer has fitted to his 
or her repaired shoes. 

A carefully selected media list 
was chosen for consumer adver- 
tising to provide an adequate de- 
gree of support for the merchants 
selling the products and for the 
repairers fitting them. Most con- 
sumers still ask for “rubbers” and 
fail to name any brand. 

The aim of trade advertising 
must, therefore, be to keep the 
whole trade—that includes over 
40,000 repairers (approx. 1 per 
1,000 of population, less infants) 
acquainted with product changes, 


supply situation, advertising aids, 
etc. It must also support the 
company’s sales force and the 
merchants’ selling activities, for 
while strong personal selling can 
be maintained for the merchants. 
the repairers can only be reached 
in their entirety by advertising. 
The trade Press is well able to do 
this job: it contains a selection of 
good publications each with its 
own place in the picture. There 
is no undue duplication in the 
very high coverage of the trade. 

Boot and shoe repairing is 
mainly carried out by small 
family businesses, many of them 
one-man shops. Many of these 
craftsmen learned the trade as ex- 
servicemen of the 1914-18 war. 
they take pride in their work, 
live for it and take part in the 
social activities of their local 
associations—in other words they 
are a receptive family-supported 
audience. Their interest is pro- 
bably best illustrated by the 
enthusiasm with which they visit 
the Goodyear factory at Wolver- 
hampton during the summer 
months, bringing their wives along 
to make it a family outing. 

This enthusiasm to find out 
more about what goes into mun- 
dane articles such as rubber heels. 


Mas yoér toca! BTA visited us at Wolverhampton yet’ 


One of the regular series of ad- 
vertisements that has been run- 
ning in trade journals. 
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there are 1216 

trade and technical journals 
in the U.K. but 

only ONE 

devoted exclusively 

to the 

domestic equipment market 


THE P z 

Domestic Equipment 

TRADER 

165 Kensington High Street, London, W.8 
Western 0406 1444 
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MEMBER OF THE A.B.C. 


FOR ALL WHO USE MACHINERY 


MACHINERY MARKET, the weekly commercial engineering 
journal, founded in 1879, is published every Friday. Every form 
of manufacture is covered by its readers and advertisers—al/ 
who use or need machinery and engineering equipment. 


*&k The Classified Supp contains each week a very large 
number of advertisements giving an immense selection of plant and 
engineering material advertised for sale, wanted and for auction. 


THE M.M. YEAR BOOK, a quality production published every 
January, is an ‘‘ informative guide '’ of great value to manufac- 
turers and all who handle machinery and engineering material. The 
1952 edition now nearing completion, will contain over 600 pages. 


MACHINERWAMARIK GI 


THE COMMERCIAL ENGINEERING JOURNAL 


146a Queen Victoria St., London, E.C.4 
Telephone CITY 1642 (4 lines) 
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Balanced Comment 


Anybody who is anybody in 
Horticulture reads the Fruit 
Trades Journal. 

Bright - Progressive - Informative 
The Ideal Trade Advertising 
Medium. Members of the A.B.C. 


FRUIT TRADES JOURNAL 


14-16 LUDGATE HILL, LONDON, E.C.4. Phone: CITY 1003/4 


pharmacists ENJOY 


reading THE ALCHEMIST 


Because, in addition to presenting technical 
articles in a lively, readable style, it also 
to keep an eye onen for the lighter side of life. 

And the enjoyment pharmacists get from 
THE ALCHEMIST makes them responsive readers. 
Every month, through our Technical Literature 
Service, we pass on to pharmaceutical manufacturers 
thousands of requests for information about pre- 
scription products sent in by pharmacists in retail 
shops, hospitals and manufacturing laboratories all 
over the world. We are so confident of the quality 
of our readership that we give manufacturers the 
actual names, addresses and qualifications of the 
subscribers who make these enquiries. 

With a guaranteed circulation of 10,000 per 
month, our page rate of £16 makes THE ALCHEMIST 
easily the most economical medium for advertising 
to pharmacists. May we send you a specimen copy 


My VE ALCHEMIST 


eS MONTHLY DIGEST FOR THE 

w PROFESSIONAL PHARMACIST 
London Offices : 

79 ST. MARTIN'S LANE, W.C.2 
Temple Bar 5545 


Published and Printed by THOMAS WAIDE & SONS, LTD., Kirkstall Hill, Leeds, 5 
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“Games & Toys” 
THE LEADING TRADE JOURNAL 
Published Monthly 


First in its field! 


“British Playthings Overseas” 
THE EXPORT REVIEW OF 
THE BRITISH TOY INDUSTRY 
Published Quarterly 


“Games & Toys” Year Book 
Published Annually 
» 1952 EDITION NOW IN COMPILATION 
32nd Year of Publication 


Published by: 


H. RICHARD S|MMONS PUvBLICATIONS 
30-31 KNIGHTRIDER STREET, LONDON, E.C.4 


Telephone : CENtral 1641 & 7934 
Telegrams : Appressolo, Cent, London 


- 
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Gas JOURNAL 


(103rd Year) ~- 


The Gas Industry’s leading weekly news- 
paper, circulating among the personnel of the 
various Area Gas Boards, gas engineers and 
managers and gas plant manufacturers. 


Rear saceminnniy- phere amet 


| Gas SERVICE 


The only separate monthly publication 
devoted exclusively to the Sales and Service 
Side of the Gas Industry. 


Specimen copies and rate cards available on 
request to: 


S. T. CULLEN, Business Manager, 


WALTER KING LTD. 


11 Bolt Court, Fleet Street, London, E.C.4, 
Phone: Central 2236-7 
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TRADE & TECHNITAL ADVWERTISIN 


HOW GOODYEAR USE TRADE JOURNALS 
(continued from page 468) 


destined to be trodden on through- 
out their active life, was made 
the focal point of Goodyear trade 
advertising. Leaf through many 
a trade paper and you find scores 
of advertisements alike in layout 
and illustration and differing only 
in the trade name of the adver- 
tiser. A weekly trade paper has 
a limited life, its news is up-to- 
date and equally quickly out-of- 
date, so its advertising must do 
its job swiftly and well. A clever 
slogan or slick illustration may 
get attention, but the most impor- 
tant consideration is that it has 
to look interesting. 

Goodyear advertising is built 
around the lesson of the factory 
visits (the factory is not accessible 
to many visitors for a day trip). 
Pictures and stories describe the 
production operations that con- 
tribute to the high quality of the 
finished product. All phases of 
rubber processing, and in particu- 
lar the intensive quality control 
which governs every operation, are 
featured in turn as the main sec- 
tion of the advertisement layout. 

Supporting items in the adver- 
tisements include the introduction 
of new styles or sizes or illustrate 
the latest advertising showcard 
or display piece. A_ cartoon 
character “Test Room Tom,” has 
a cryptic comment in each 
announcement. 

To give variety to the series 
completely different layouts are 
used to introduce new lines, to 
convey Christmas greetings or to 
invite visitors to the Goodyear 
stand at the Shoe and Leather 
Fair. 

Our stand has become quite 
famous for the way in which the 
popular showcards are brought 
to life with “live” models. 


Showcards Build 
Brand Acceptance 


These “Pretty Feet” stick-on 
sole showcards have had con- 
siderable success in building up a 
greater acceptance for Goodyear 
products and in particular for 
establishing a reputation of lively 
advertising ideas. The show- 
cards are regularly merchanised 
through the trade papers, each 
new design is featured in an ad- 
vertisement which invites repairers 
to write in for the latest show- 
card in the series. Periodically 
showcards are reproduced in full 
colour miniatures in the form of 
inserts, a method which has 
proved to add considerably to the 
interest in the showcards. The 
response to these announcements 
has been quite remarkable, and 
has proved the effectiveness of the 
trade Press. 

Except when completely new 
lines are offered it is seldom pos- 
sible to assess advertising results 
accurately, but the showcard 
requests have proved “that Te- 


Pairers read ‘their own Press and 
will take action from its advertis- 
ing. 

Direct mail to the shoe trade 
takes the form of a newspaper, 
Goodyear Gazette, issued 
quarterly to merchants and re- 
pairers. This has a lively appear- 
ance which gets results by reason 
of its dissimilarity from the nor- 
mal trade Press. 

The boot and shoe trade is 
well covered by a wide and varied 
Press which offers most of what 
the advertiser needs.. The means 
are there, it is up to the adver- 
tiser to use his skill and assess 
his results. 


We fut bo ae 
GOoDFYEAR 


Latest showcard design intro- 
duced at the 1951 Shoe and 
Leather Fair and reproduced as a 
full-colour insert in the trade 
Press. A meet-us-at-the-fair ad- 
vertisement in style, completely 
different to the normal Goodyear 
announcements is printed on the 
back of the inset in one colour. 


SCRUTINEER 
(concluded from page 466) 
same themes, secondhand as it 
were, for the trade Press. Is it 
that they have not a sufficient 
understanding of the power, and 
the requirements of this special- 

ised field? 

It may well be that the trade 
papers themselves are somewhat 
to blame for this apparent ignor- 
ance, Surely it is up to them, 
enlightened as to their own 
policies for the protection and 
stimulation of their readers, to 
take steps to enlighten those who 
should be using their advertise- 
ment columns. The space buyer 
may be fully aware of a paper’s 
circulation figures, and be im- 
pressed by them, but the copy- 
writer must know more about the 
policy, contents and readership 
if his ads. are to be designed to 
the best advantage both of his 
clients and of the journal con- 
cerned. 
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Wilf Y 


The National Newsagent is 
the only Journal with a five- 
figure circulation — A.B.C. 
certified. It must head your 
Media Schedule to ensure 
widest coverage in the 
Newsagency, kselling, 
Stationery and Allied trades. 


Send for Advertisement Rate 
Folder. 


MATIONAL WEWSAGENT, BOOKSELLER, STATIONER 


107 FLEET ST., LONDON, E.C.4 PHONE: CITY 2604 (4 lines) 
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ADVERTISING MEDIUM 

for ale MACHINES - TOOLS - PLANT - 
EQUIPMENT AND MATERIALS 
FOR ENGINEERING FACTORIES 


REACHES THE MEN WHO BUY - 
-- and the men who tufluence buying 


ovéR Wied ae Cad 5 
weekly ‘MACHINERY’ 
NATIONAL HOUSE, WEST ST., 


BRIGHTON, I. 
Phone: BRIGHTON 27356 


Che Mining 
Electrical and Mechanical 
Engineer 


JOURNAL OF THE ASSOCIATION OF MINING ELECTRICAL AND MECHANICAL ENGINEERS 


. is a monthly publication 
with (1) a wide readership among 
influential engineers in the 
British coalmining industry, and 
(2) important coverage of the 
mining industries overseas. 


Write for specimen copy, rate card, and 
circulation details, to— 


THE ADVERTISEMENT MANAGER 


THE MINING ELECTRICAL AND MECHANICAL ENGINEER 
Cromwell Buildings, Blackfriars Street, Manchester, 3 
Tel.: BLAckfriars 5712 


1878 > 


UNIVERSALLY ACKNOWLEDGED 


is 
THE AUTHORITY WITH WHICH 


Che Statist 


has spoken on industry, finance and trade for 
just on three quarters of a century. 

Readership includes leaders of political thought; 
industrial, banking and insurance executives; 
investors and their professional advisers; econo- 
mists and accountants. 

Regular subscribers comprise the key group 
who make and influence decisions in trade, 
commerce, tvestment, government, banking 
and insurance. 

International prestige—“The Statist” has pub- 
lished more signed articles from foreign 
Ministers of State, industrial and other 
economic authorities than any other paper in 
Great Britain. 


51 CANNON STREET, LONDON, E.C.4 
crry 5258 9 STATIST, CENT, LONDON 
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TRADE & TECHNICAL ADVERTISING 


SEPTEMBER 13, 1951 


Teehnical Advertising Symposium Shows Why 


‘Standards Are Vastly Improved’ 


F all the developments 

in technical advertising 

since the war, the most 
outstanding and fundamentally 
important has been a new and 
fuller appreciation among adver- 
tisers of the essential part played 
by the technical Press in the main- 
tenance and advancement of our 
industrial productivity and the 
distribution of our products 
both at home and overseas. 

“This new appreciation would 
seem to have derived from a 
gradual, and still growing, realis- 
ation that, of all types of publica- 
tion, only technical periodicals 
are read (and studied) in the 
actual course of business as 
essential aids to the conduct of 
the industries to which they 
appertain.” This view was 
expressed recently by L. E. Healy 
of The Times Review of Industry. 
“Further,” he continued, “since 
the war industrial and technical 
advertisers have been increasingly 
appreciative of the fact that the 
technical Press provides the most 
economical means of introducing 
products and services to potential 
users. 

“Coincident with these changes 

in appreciation in the status and 
value of the business and tech- 
nical Press, there has been a vast 
improvement in the general 
standard of technical advertising.” 

We asked a number of people 
interested in technical advertising 
to tell us how these improve- 
ments, both in the status of 
technical advertising and in its 
technique have been achieved. 
and how standards could be stil! 
further improved. 

Almost before the last letter 
had gone out, the old controversy 
raised its head in the shape of a 
facetious little note from one 
agent who wanted to know what 
technical advertising was! 

Another agent, T. B. Waddi- 
cor, thought the word could 
hardly mean the same thing to 
any two people—if. indeed, it 
meant anything at all. He con- 
tinued : 


“There is an idea abroad that 


ST., MANCHES 
LONDON €E.Cc. 


there exists a special breed of 
humanity interested in nothing 
else but science and technicalities. 
Mundane things such as garden- 
ing or golf, films or football pools, 
have no place in their day’s 24 
hours. They live and breathe 
technicalities. If they ever sleep 
it is with copies of their appro- 
priate technical journals under 
their pillow. They are not like 
me or you. 

“They are the manufacturers’ 
dream customers—idealised pic- 
tures of typical readers of ‘techni- 
cal’ advertisements. No adver- 
tising agent—unless, by some 
sport of nature he had the whole 
gamut of dreary facts at his 
finger tips—could ever hope to 
interest them, because he would 
tend to think of them as ordinary 
human beings. He couldn't get 
the real spirit of the thing.” 


Opponents, 
Naturally 


The opposite view naturally has 
many advocates among agents 
who have specialised in technical 
advertising. 

Arthur Hughes, of Technic! 
and Genera] Advertising Agency, 
puts their case like this: “The 
most significant change affecting 
technical advertising since the war 
has been the growth in the num- 
ber of agencies sincerely trying 
to develop the special type of ser- 
vice technical accounts need. 
Parallel with this there have also 
been signs of a gradual accep- 
tance by advertisers of the fact 
that such agencies can make a 
useful contribution to technical 
advertising.” 

And as the number of technical 
agents has grown, so, naturally. 
has the number of agency-handled 
accounts. Reviewing develop- 
ments since the war, Frank 
Rowlinson says: “The most strik- 
ing is that technical advertising is 
now almost completely handled 
by agents, to the extent of pro- 
bably 85 per cent. (Twenty years 
ago it was probably not more 
than 20 per cent). The result has 
been an immense improvement 


in appearance and layout of ad- 
vertisements in all technical 
journals.” 

What do the advertisers think 
about it all? R. A. Keir, chair- 
man of the echnical Advertising 
Committee of the Incorporated 
Advertising Managers’ Associa- 
tion, gave these views: “The post- 
war years have seen a marked 
improvement in the standard of 
presentation in the advertising 
layout, illustration and copy of 
advertisements inserted in the 
technical Press by agencies on 
behalf of the larger industrial 
organisations. There is evidence, 
too, that many of the smaller 
firms are making the effort to get 
away from the repetition busi- 
ness-card type of announcement 
which caused readers to skip over 
the advertisements in search of 
something interesting in the 
editorial pages. 

“But there is no knowing to 
what extent this improvement has 
been brought about by the adver- 
tisers themselves in employing 
full-time advertising managers 
who have ‘spoon fed’ the 
agencies with suggestions and 
ideas.” 

There seems to be general 
agreement that the standards of 
presentation have been improved. 
J. E. Winford, of Wickman Ltd. 
(who are large technical adver- 
tisers) assesses the trend as 
follows: 

“The question ‘What have been 
the outstanding developments in 
technical advertising since the 
war?’ might elicit the quick 
answer, “There have been none.’ 

“On reflection, however, one is 
forced to admit that the general 
level of presentation, taken over 
the whole field of technical ad- 
vertising has been raised. Not 
uniformly perhaps, for one is 
very conscious of the contrast 
provided by the good and indif- 
ferent in close proximity. But 
more advertisements display the 
evidence of good craftsmanship 
than hitherto; evidence possibly 
of the increasing employment of 
qualified men in this field of ad- 
vertising. 


3, Tel. DEA 6622_ 
Tel. CEN 9909 


“Fundamentally, however, little 


change appears to have occurred 
during the past six years; copy is 
still on the whole kept relatively 
short, despite the prediction that 
the American style of long copy 
would become popular, and art is, 
if anything, less adventurous than 
in the pre-war era: less adven- 
turous perhaps through lack of 
opportunity, rather than through 
inability of our young artists to 
express new art forms.” 


A Publisher 
Retorts... 


John Trundell, a publisher, re- 
torts that “many advertising 
agents tend to give pride of place 
to design, layout and presentation 
at the expense of information. 
The main function of technical 
advertising is to impart facts con- 
cerning either the product itself 
or what the product will do. 
Fortunately, most of our techni- 
cal agents fully appreciate this 
point.” 

Barrington Hooper, of Indus- 
trial Newspapers Ltd., claims for 
the medium a large share of the 
credit for the improvements in 
technical advertising: 

“It is but fair to state that much 
of the original impetus for the 
upward trend came from the pub- 
lisher. Whatever the administra- 
tive arrangements may be with 
regard to the servicing of an 
account, a publisher must always 
be vitally concerned with seeing 
that his advertisers gain the maxi- 
mum response from their use of 
his pages. The more progres- 
sive trade and technical journals, 
therefore. were making available 
full studio and production ser- 
vices to advertisers, not to speak 
of modern processes such as 
photogravure, before the speciali- 
sed agencies had come into being 
in any numbers, and before the 
established consultants had turned 
their loftier attention to this more 
humble field. 

“Those specialised agencies 
which, to their credit, have come 
to flourish since that time, owe 
much of the wealth of their pre- 
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The trade journal, an essential part of an active profitable retail business, has at no other time been more diligently 
studied than it is today. Its editorial policy guides the retailer authoritatively through the vast and complex maze of 
restrictions, short supplies, government orders and amendments that affect retail distribution. This advisory and 
protective weapon gives the retailer the latest information about his sources of supply and his quickest methods of sale. 

The National Trade Press group of publications has at its fingertips a vast wealth of information, gathered from every 
possible source, to benefit the retailer. In business hours, and often in the quiet of his own home, the retailer carefully 
studies, as part of his business, whichever of this group of journals immediately concerns his own particular trade. 

Your advertisements are assured of interested readers; you have aimed and hit, with not the slightest chance of 
error, the very person to whom you are appealing. 

Here is the true influence of the trade journal, a journal for the trade, directed to the trade, a journal which is 


destined to reach the hands of your potential customer. 


Advertise in the N.T.P. Group of Publications 


For details of space available, please apply to the Advertisement Director 


THE NATIONAL TRADE PRESS LTD. 
with whom is associated HEYWOOD & COMPANY LTD. 


Drury House, Russell Street, London, W.C.2. Tel. Temple Bar 3422 (17 lines) 
Northern office : 12 St. Ann’s Square, Manchester Tel. Deansgate 3277-9 


FOR OVERSEAS TRADE: FASHIONS & FABRICS OVERSEAS » FURNISHINGS FROM BRITAIN - STYLE FOR MEN OVERSEAS - SURVEY 
OF THE BRITISH TEXTILE INDUSTRY - SURVEY OF THE BRITISH FURNISHING INDUSTRY - LEADERSHIP OF BRITISH FOOTWEAR - BRITISH 
FOOTWEAR LEATHERS - OVERSEAS WATCHMAKER, JEWELLER & SILVERSMITH - FOR HOME TRADE: FASHIONS & FABRICS - STYLE 
FOR MEN - FOOTWEAR - FURNISHING - BRITISH SHOEMAN - WATCHMAKER, JEWELLER & SILVERSMITH - THE DYER - CONFECTIONERY 
NEWS - TOBACCO WORLD - LAUNDRY RECORD - LAUNDRY JOURNAL. 
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Independent Evidence 
THE 


PHARMACEUTICAL 


JOURNAL 


is read by many more buyers than any other periodical 
in the field (see Hulton Retailer Readership study No. 6) 


A.B.C. 27,800 


For rates apply: 
33 


BEDFORD PLACE, LONDON, W.C.1 


The immense readership 
interest and confidence in 


METALLURGIA 


HE BRITISH 


JOURNAL 


METALS 


GIVES FULL VALUE TO TECHNICAL 


ADVERTISING 


EMMOTT & CO. LTD 


31 KING ST. 


WEST MANCHESTER 3 


LONDON OFFICE: 21 BEDFORD STREET, W.C2 


~ 


POTTERY 
GAZETTE 


& Glass Trades Review 


FOUNDED 


18/5 


Rate card & full 


The Flining Journal 


Established 1835 


Published Weekly 


READERSHIP 

This international technical 
weekly newspaper circulates in 
over 60 countries, and is read by 
the directors of mining companies 
and by mine managers and tech- 
nical staffs of mines at home and 
abroad, as well as by Govern- 
ment departments and research 
organisations both public and 
private, 


ADVERTISERS 

The Mining Journal is a “must” 
for any advertising schedule 
directed at the mining and metal- 
lurgical industries either at home 
or abroad. Over 200 firms are 
advertising this year in its weekly 
issues and/or the Annual Review 
edition. 


on Fridays 


Displayed Advertisement Rates. 
£20 per page. Discount for 
series. Rates for cover and 
facing matter positions on appli- 
cation. Each additional colour 
£5 extra. Type area 10 in. by 
7 in. Further particulars from: 


THE 
MINING JOURNAL LTD., 
15 George Street, 
London, E.C.4. 
Telephone Mansion House 5511 
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Standards are improved—continued 


sent harvest to the seeds sown by 
the ‘Cinderellas’ of the Press.” 

Nobody denies the pioneer 
work done by many journals. 
Indeed, many advertisers and 
agents feel that media can help 
considerably, still, to improve 
standards of technica! advertising. 

R. A, Keir sums up as follows: 
“Standardisation of page sizes 
is an old bone of contention. 
Many advertisers fee] that it is a 
matter on which pressure should 
continue to be brought to bear; 
but others have mitigated the 
block cost problem by adopting 
a series of ‘nearest to journal’ 
sizes. More advertisers would do 
well to study the possibilities in 
this. 

“But, in fact, some of the 
pocket size’ journals could, with 
advantage to advertisers, make 
the effort to resume their former 
sizes or the compromise which 
would hold promise of eventual 
standardisation. 

“Whilst any circulation figures 
are useful to advertisers, “Guaran- 
teed paid-for circulation’ is the 
sole criterion upon which adver- 
tising rates should be assessed 
and any move by publishers—in- 
dividually or collectively—to put 
their ‘house in order’ in this re- 
spect would be welcome.” 

Another grouse is this one, 
voiced by Frank Rowlinson: 

“Many technical advertisers 
resent their advertisements being 
buried in an enormous volume of 
other advertising, and the time 
has come to consider whether 
many technical journals are not 
carrying a disproportionate 
amount of advertising te 
editorial.” 

Nigel A. Rainbow, of Rathboae 
Publicity Ltd?, has a more revolu- 
tionary suggestion: 

“It might perhaps be dangerous 
to suggest that those advertise- 
ments which, by good design, in- 
crease the prestige of the book 
be given the ‘est positions, but 
| would go so far as to propose 
that full page advertisements be 
vetted (subject to the journal not 
favouring its Own competitive art 
and layout service, if such exists) 

only those up to an agreed stan- 
dard being accepted. This hay 
proved beneficial in other fields; 
nowhere is it more necessary 
than in technical media.” 

Finally, on this topic, we come 
back to the problem of circula- 
tion figures with this thought 
from John Winford: 

“Some publications with cir- 
culations between ten and fifteen 
thousand are proud to proclaim 
these, and it must be inferred that 
the undisclosed circulations of the 
remainder are considerably below 
these figures. When it is the rule 
rather than the exception for 
trade journals to publish these 
data, then we may find a general 
raising of our editorial standards, 
and better advertising value 
through increased readability 


justifying even further possible 
increases in rates.” 

Now, let us look at the other 
side of the picture. Here is the 
media View-point from Barrington 
Hooper: 

“In spite of the admitted ability 
and experience of the few, far too 
many agencies buying space in 
the trade and technica! Press are 

almost entirely insensitive to in- 
ternal evidence when determining 
the value of a medium. Whether, 
in the case of the larger firms, 
this is due to the relative insigni- 
ficance of the accounts, or 
whether they are in general mes- 
merised by net sale figures of the 
national newspapers in their mil- 
lions, or whether it is just plain 
‘haven’t got time, I do not 
know. But the facts are plain. 
Again and again we see space 
bought on the basis of ‘if we 
want Maximum coverage we must 
have a page in ail the journals 
in the field’; or, worst of all, 
‘better give them the order, their 
rates are the highest’"—the assump- 
tion being that they are therefore 
best. 

“The trade and technical Press 
plays a vital role in the country's 
economy and amply repays 
special study. The majority of 
journals are old-established, their 
editorial standard is very high, 
and the services they render of 
the greatest importance. Agents 
should pay the closest attention 
to these points, placing their 
orders where they are likely to 
achieve the desired result and not 
scattering them broadcast because 
space in this field is relatively low 
priced.” 

One other problem arose: 
“How can a small firm with a 
limited appropriation be given the 
standard of service that is needed 
to ensure success for its cam- 
paign?” 

R. Hopwood, of W. Hopwood 
& Co. Ltd., argued that the size 
of appropriation cannot have any 
bearing on the standard of ser- 
vice. “A small printing order 
we received five years ago to pub- 
licise an electronic device with a 
limited appeal has now blossomed 
into a sizeable campaign ‘embrac- 
ing pages in ten technical jour- 
nals. Of course, there is no ex- 
clusive virtue in this. Pioneer 
work is an investment in futures.” 

Nigel A. Rainbow also admits 
that this is a thorny problem. But 
he insists that it “is one which 
technical agencies must prepare 
to face from the outset. These 
are the concerns that need agency 
assistance, perhaps more than any 
others, as it is unlikely that they 
will have an advertising depart- 
ment or even one man devoting 
his entire time to advertising. If 
the standards of technical adver 
tising are to be further innproved 
this is where most improvements 
can be shown.’ 

And to improve standards of 
technical advertising, we all agree, 
is one of our obiectives. 
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Holmes visits LA aE 


Who publishes a packaging and freight transport journal 
for industry, Watson? And packs it full of articles and information 
on these subjects? Let us leave my commodious apartments 
for a moment and go to 29 Baker Street. There I am sure we 

shall discover the answer . . 


THE Founded and edited by 


SHIPPER 


per annum 


Publishers: EMPIRE INFORMATION (LONDON) LTD., 29 Baker Street, London, W.! 
Telephone : Welbeck 6825 Telegrams : Pacship, Wesdo, London Cables : Pacship, London 


ADVERTISER'S WEEKLY 


SVE Ummm 6h RESULTS 


[irom any point of view 


world-wide advertising 
for the engineering 
industry is more 
economical in 
| 


MACHINERY LLOYD 


6 Cavendish Place, London, W.1! 
LANgham 4204 
Members of the Audit Bureau of Circulations, Ltd. 


OVER 120,000 BUYERS 
READ MACHINERY LLOYD 


MMM 


CIRCULATION “\'!”UUR UO READERSHIP 


= 
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The MONTHLY Publication which 
is used—throughout the month— 


by the Motor Repair Industry. 


THE PALGRAVE 
PUBLISHING CO. LTD. 


THE 1.C.M.E. MANUAL—TECHNICAL SERVICE DATA 


Publications serving an essentially 
practical purpose 


HIGH HOLBORN HOUSE 
LONDON, W.C.| Chancery 6914 


THE 


FISHING BULLETIN 


(THE VOICE OF THE INDUSTRY) 


* 


THE BEST MEDIUM 
FOR 
REACHING THOSE 
WHO MATTER WITHIN 
THE INDUSTRY 


* 


For Rates apply 


ADVERTISEMENT MANAGER 
146 FLEET STREET, LONDON, E.C.4 
Telephone CENtral 7941 
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ARMSTRONG-WARDEN LTD 


for 


BAMAG LIMITED 


Chemical Engineers for Complete Installations 


to reach producers of mar- 
garine, cooking fats, salad 
oils, cocoa-butter, confec- 
tionery fats and other high 
grade food fats. 


FOOD MANUFACTURE 


17 Stratford Place 
London, W.|! 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


| MONTHLY 
of current thought 
building 


review 


on problems 
availability of materials, 
| architectural trends, town 
planning and 


housing. 


municipal 


BUILDING DIGEST 


is another 


| publication of the 


CHNICAL GROUP 


MANUFACTURING CHEMIST 
PETROLEUM—FIBRES 
PAINT MANUFACTURE 

WORLD CROPS -ATOMICS 
FOOD MANUFACTURE 

CHEMICAL ENGINEERING 
POTTERY AND GLASS 

BUILDING DIGEST 
MUCK SHIFTER 
All published at } 
17 Stratford Place, W.l | 
spechnen m request | 
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TRADE & TECHNICAL ADVERTISING 


Technical Advertisements 
Have Become More Human 


By JOHN YEOMANS, 


Account Executive, Foote, Cone & Belding. 


O flip through the advertise- 
i ee of an early technical 
magazine was to obtain the 
visual effect of a dull November 
afternoon. Reversed block after 
reversed block, grey half-tone 
after grey half-tone, was backed 
up by solid wads of copy to 


the exclusion of all wasteful 
white space. Through this fog 
mechanical shapes loomed 


vaguely amid a funereal array of 
quite unreadable name-blocks. 

You will find the same Novem- 
ber afternoon in quite a number 
of modern technical magazines, 
but to-day it is relieved by several 
patches of sunlight. 

Technical advertisements are 
only bad for the same reason 
that any other advertisements are 
bad—because neither a good lay- 
out man nor a good copywriter 
have produced them. There are 
still manufacturers who believe 
that the,name of the firm, a vague 
statement, and the picture of the 
product will do the trick. 

The number of these 
diminishing, but some of the 
reasoning behind their attitude 
dies harder. It runs something 
like this- “We are not advertising 
to a general market, but to 
experts. These experts do not 
want anything pretty or amusing.” 

There is, of course, a grain of 
truth in this statement. For years 
the demand for technical pro- 
ducts has exceeded the supply. 
But the situation is changing and 
the need for efficient advertising 
in this field will soon be as great 
asthe need for efficien: production. 


It's quicker and 
it's cheaper to 
order your Press 
Too! Sets from 


firms is 


Desoutter 


popes - 


STAMORRO SIZES *ROM STOCK 


A more serious offshoot of this 
attitude is the movement to make 
technical accounts a specialised 
branch of advertising. Many 
statements have appeared 
recently implying that there is a 
special art of producing technical 
advertisements as opposed to any 
other advertisements. Statements 
such as the following are typical: 

“Copy for technical and indus- 
trial advertising must be factual 
and specific. The copywriter 
must keep in closest contact 
with the production department. 

Illustrations must be 
dynamic, showing the . . . pro- 
duct in live situations. . . . Press 
advertisements must appeal to 
practical buying motives” and 
much more on similar lines. 

Now every one of these excel- 
lent precepts applies equally to 
every branch of advertising. They 
are basic rules. In other words, 
technical advertising is advertising 
first and technical second, and it 
stands or falls by normal adver- 
tising standards. 

By these standards, the best 
technical advertising is as good, 
if not better than any other kind. 
Sales points are illustrated clearly 
and dramatically, the product is 
often shown actually doing some- 
thing, arresting and _ selective 
headlines are backed up by 
simple, specific, convincing copy. 

(Continued on page 478) 
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Desoutter’s use two styles. Do 
they wonder sometimes if busi- 
nessmen find the one above as 
funny as do a lot of advertising 
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AND TRADES 


CARPET REVIEW 
* 
WOOL REVIEW 
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TRADES REVIEW 
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Specimen copies and rate cards on 
application to Publishers 
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Background 


for XMAS 


(food for thought — for 
you) was achieved effec- 
tively by Ford’s last year 
in their Regent Street 
showrooms with Auto- 
type giant enlargements. 
An appropriate back- 
ground is an essential to 
any display.When photo- 
graphicbackgrounds are 
used they carry with them all the magnetism 
of pictures, all the interest good photos 
can yield. Surely the cinema, television, the 
illustrated papers, have made people more 
picture-minded than ever before! Life is 
becoming too busy for words! Tell your story in 
pictures (and remember that most of the really 
goed cotargements 4 are made d ‘Autotype): 


LONDON COUNTY COUNCIL 


Evening classes preparing students for the Diploma 
of the Advertising Association are held at :-— 


Catford College of Commerce 
Plassy Road, Rushey Green, S.E.6 


City of London College 
Moorgate, E.C.2 


Clapham Junction College of 
Commerce 
Plough Road, St. John’s Hill, S.W.11 


College for the Distributive Trades 
107 Charing Cross Road, W.C.2 


North Western Polytechnic 
Prince of Wales Road, N.W.5 


Classes commence Monday, 24th September, 
enrolment as from 17th September 


Copy of Prospectuses may be obtained from the Principals at 
the Colleges. (681) 


Autotype giants can be used by most industries in so many different 
ways: in all sizes, singly or in groups, or as a montage. Scope is 
limited only by the imagination of the desig 

“Are you interested in giants ?” is the title of a little folder which 
explains how Autotype giants are made. Please ask for a copy. 


AUTOTYPE fa 


The Autotype Company Limited, Brownlow Road 
West Ealing, London, W.13 Bianesane Sh 2691-2-3 


| DRIP MATS - ™ anew medium 


of absorbing interest... 


National advertisers are rapidly recognising that Drip Mats 
are a most effective advertising medium, whether they are 
used as “poin: of sale’’ aids or for reminder advertising. 
With your message printed on them in attractive colours 
they can be a vigorous addition to any advertising campaign 
in these days of space rationing and other shortages. 
Tresises are Britain's largest procucers of Drip Mats, 
printing them in several shapes and sizes, and in 

many different languages, and despatching them to 

all parts of the world. Tresises will gladly send 

you samples anc full details on request. 


ANY PRODUCT 


or service 


TRESISES DRIP MAT C0. 


PROPRIETORS TRESISES (PRINTERS) LTD 
' BANK SQUARE WORKS, BURTON-ON-TRENT 
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ADVERTISER'S WEEKLY 


Published by 
METAL 
INFORMATION 
BUREAU LTD. 
Birkett House 
27, Albemarle Se 
London, W.! 

REG SBOS 


A reliable medium 


for 
HOME & EXPORT 


Advertising, reaching the firms 
that matter and read by Execu- 
tives in all Branches of the 
METAL and its Allied Industries. 


Twice weekly. 
Tuesdays & Fridays 


in the advertising rate. Advertise- 
“Bolton Standard” 


NO INCREASE | 


ments in the 
are cheaper than pre-war. 


same, until further notice. 


§ 

: 

; 

5 

‘ 

| Advertisers cannot fail 
: value for their money. 
i 
q 
3 
; 


The Tried and tested medium. 


BOLTON STANDARD 


Phone: 4742-3 


VICTORIA STREET, BOLTON 


In spite of the terrific increase in 
costs, advertising rates remain the 


to get 


EXHIBITION STANDS 
DISPLAYS 


SERVICING 
SILK SCREEN PRINTING 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
LONDON: S.W.! - TEL. ViC 0912.3 
w ORKS———-____-_ FULHAM 


INTERMEDIATE AND FINAL 


EXAMINATIONS 


OF THE ADVERTISING ASSOCIATION 


Complete courses are available 
for a limited number of students. 

Students wishing to sit for 
Division “‘A’’ are required to show 
that they have passed a quali- 
fying examination or can obtain 
exemption from doing so in accord- 
ance with the regulations of the 
Advertising Association. 


Enrolment: September 
21st inclusive. 


17th to 


LONDON COUNTY COUNCIL 


COLLEGE for the DISTRIBUTIVE TRADES 
107 CHARING CROSS RD, LONDON, wea 


G.F. KRUSE 
LTD. 


37 SPRING STREET WwW. 2. 


EALING 3362 
» 4644 
~. wen 


RENART 


STUDIO LTD 


|\SCREEN PRINTINIG 
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& TECHNICAL ADVERTISING 


Technical Ads. are more human—continued 


Perhaps it is in the artwork 
that the most interesting develop- 
ments are shown, Technical work 
lends itself more readily to 
successful abstract treatment, and 
a good many lay-out artists are 
obviously getting more enjoy- 
ment out of their technical 
accounts than from any other. 
They are also learning to tell the 
complete story visualiy—in some 
cases so well that there is hardly 
any need for copy at all. 

As production has become 
more specialised, a wider gap has 
appeared between products aimed 
at a fairly limited market and 
those which cover practically the 
whole technical field. Manufac- 
turers of the latter are faced with 
the more difficult problem. Do 
they increase advertising costs by 
preparing a wide series of special 
advertisements, or do they cover 
the whole field in one campaign? 
The,second is the more obvious 

and the more difficult choice, 
but a small band of manufac- 
turers such as Desoutter have 
taken this course with consider- 
able success. Their advertise- 
ments are attractive to look at, 
amusing to read, and manage in 
both lay-out and copy to put 
across some hard selling. 

Above all, the Desoutter type 
of advertising contrives to per- 
sonalise either the product or the 
firm. There are doubtless many 
people making excellent portable 
tools, but only Desoutter invest 
them with a definite personality 
which has gained public accept- 
ance. This is good advertising 
and good public relations, too. 

There are only two dangers 
with this approach. It has to be 
done extremely well or not at all. 
And before it goes much further, 
I for one would like a little 
market research carried out on 
the managing directors and other 
pundits at whom it is directed. 
There may be quite a number of 
them who ar: not amused, and 
if so we ought to know. There 
is a growing tendency for copy- 
writers to write for each other 
instead of for their public, and a 
campaign that most advertising 
men like should be viewed with 
at least a slight tinge of suspicion. 
Perhaps even Desoutter them- 
selves have had _ occasional 
doubts, which would account for 
the very different tone of these 
two advertisements in the tech- 
nical Press. 

At all events. whether sober or 
witty, the more general technical 
prestige campaign is here to stay. 
Insofar as it personalises, and 
therefore humanises technical ad- 
vertising. it can only do a most 
valuable job. 

This personalising process is 
not confined to prestige accounts 
alone. Firms using a wider series 
of more specific advertisements 

Black & Decker. Wickman, and 
Crompton Parkinson, to name 
only a few—have also developed 
personalities of their own. What- 


Plan to keep WOTKETS WAlM next winter 


PILKINGTON BROTHERS LIMITED 


» nearly 


The illustration tells the story. 


ever the product they advertise, 
the general appearance of their 
advertisements shouts the name 
of the firm at us as clearly as does 
the nameblock. They too have 
taken to talking to their cus- 
tomers instead of declaiming in a 
vacuum. The use of the word 
‘you” has increased enormously 
in technical advertisements. It is 
still not used enough, but with 
every extra use technical copy 
becomes more friendly and more 
persuasive. 

In general then, technical ad- 
vertising is approximating more 
to consumer advertising. 
and will continue to do so within 
certain limits. It has become 
more coherent, more persuasive, 
more human. And it will always 
have one great advantage over 
other advertisements. It has to 
be more specific. But perhaps the 
most important development of 
all has hardly been hinted at as 
yet—the application of the 
editorial technique. 

In every other branch of ad- 
vertising, from cosmetics and 
mouthwashes to farm machinery, 
the value of the editorial type of 
advertisement has been acknow- 
ledged for years. Yet for no other 
type of advertising is this form so 
ideally suited as for technical 
accounts, 

The technical copywriter has a 
detailed, often complicated, story 
to tell. However brilliant the copy 
no one will read it in the average 
advertisement if there is too 
much. But turn it into an article, 
illustrate it suitably and as long 
as it is aimed at the right audience 
a complete page will be read from 
start to finish. Here, ready to 
hand, are a whole series of intel- 


ligent, selected audiences with 
known interests already aroused, 
and a continual flow of new 


developments and techniques to 
maintain these interests. It is one 
of the most neglected and most 
dazzling opportunities in the 
whole advertising field. 
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Sie LENSES 


f \j The camera for the man who likes a larger negative 
and still wants precision construction. Far ahead of its 
competitors, it is the only camera fitted with the 
Color-Heliar f/3-5, the finest lens of its type. 

The delayed action Compur Rapid is flash-synchronised, 
the trigger body release comes easily to hand and the 
combined view and rangefinder gives accurate and 
easy focusing. Gives 8 exposures on 120 or [620 film. 
PRICE with Purchase Tax £78. 9.6 


Better Lenses— 
Better Pictures 


The new Voigtlander high efficiency ig 
mark ° decisive ao pone in lens design. New 
; i scientific methods of computation and the use of 
oo — for ~y cg . bys nee ae and new special glasses have achieved a degree of de- 
enses or essentia users (such as or Industrial, Me ical and finition, contrast and colour rendering hitherto 
Scientific work) will soon be available. It is important, unknown in such high speed lenses. 


therefore, to place your orders promptly. 


STJOHNSONS OF HENDON LTD., LONDON, N.W.4. Exclusive distributors for G.B. 


PRRs ea MY 


EFItD The 
Sroteman 


HE men and women who read 
THE SCOTSMAN comprise the 
classes who buy only the best as a 
matter of course. Advertisers of 


ucts and services which 
Go to the Country in The Field _ stated eemaas haa aa: 


To attract the attention of men and women who live, work or ciate this, which is why their 
spend their leisure in the country, put your advertisement in J y 


“ The Field.”” Claims for goods or services that bear on rural advertisements are prominent in 
activities and pastimes will be sure of a sympathetic hearing in this leading national newspaper. 
this national country newspaper. “‘ The Field "’ has increased 

its circulation by over 100% since the war—and the number of 

its readers is still growing. ‘* The Field "’ covers all parts of 


the country. Let it deliver your message everywhere it goes. SCOTLAND’S NATIONAL NEWSPAPER 


The Fielded tic countay newsparer North Bridge 63, Fleet Street 


ADVERTISEMENT MANAGER: H. CHAMPNEYS : EDINBURGH LONDON, E.C4 . 


8 Stratton Street, London, W.I * Telephone: Gr r 3592 
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FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS 


GEORGE ROWNEY & CO LTD 
10 PERCY STREET © LONDON * WI 


| 


consult the experts 


ENG NE 


POINT OF SALE 


advertising 


%& SHOWCARDS ¥& SIGNS x DISPLAY 
STANDS IN METAL, WOOD AND 
PLASTIC ye METAL PRODUCTS 

%& ILLUMINATED SIGNS 


ACME swowcaro & SIGN CO., LTD. 
Paragon Works, Enfield, Middx 
Tel : Howard 165/ Est. over half a century 


L.G.S.— 
Great New Market 


Penetrate right into the homes 


of all local go: ernment purchas- 
ing officers and ; nel, with 
the unique low-ra journal, 


** Local Government Ser- 
vice.” = Fi details from 
Reginald Hors P 
Ltd., 12 Stan} 

W.1. Grosvern + 


hlications 


London, 


Are your 
Products 
used on 


board Ships? 


A regular advertisement in 
“The Chief Steward and 
Ship Stores Gazette”’ will 
ensure that your product is 
brought to the notice of 
Victualling Superintend- 
ents and Ship Store 
Merchants. 


“The Chief Steward,” now 


in its forty second year of 
publication, is the only 
paper of its kind published 
to interest the Catering and 
Purchasing departments of 
Shipping Companies. 


Sell to the 
Shipping Companies 


For particulars regarding 
advertising rates and space 
available write to: 


CHIEF STEWARD AND 
SHIP STORES GAZETTE 
26-28 BILLITER STREET 
LONDON . E.C.3 
Royal 5322 
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EXPENDITURE HAS PASSED 1938 LEVEL 


JOURNAL OF, THE ROYAL 
SANITARY INSTITUTE 


CIRCULATION 10,000 


The medium for public 

health, municipal en- 

gineering, hygiene and 
sanitation. 


90 BUCKINGHAM PALACE ROAD 
LONDON, S.W.! 


FOR GOOD RELIABLE 


SIGNWRITING 


TO MEET EVERY REQUIREMENT 
REGINA STUDIOS (SIGNS & DISPLAYS) LTD 


27 BOSTON ROAD HANWELL W? 
fae 


Personal Ate al! Enquiries & P 
Complete and Guaranteed Service in the Fullest Sense 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. BOBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


(continued from page 465) 


The small proportion of total advertising of branded goods in some 
of the categories listed which is allotted to trade and technical media 
is accounted for by the fact that manufacturers generally use only 
those journals which circulate in their own trade or industry. Motors 


and cycles are an exception to this. 


| i 
} } . 
| % of % of 
Class | Total Technical | Total| Trade | Total 
> | | % 
Food and Drink os 7 10,306 | 0-37! 58,955 | 1-90 
Medicinal eee . ° 52 23,451 | 0-06 24,100 | 0-99 
Motors and Cycles ‘nas 116,897 | 21-16 56,139 (10-16 
Household Equipment 61,394 | 11-80 39,772 | 7 
Household Stores ae ati 12,764 | 1-30 19,106 | 1-04 
Toilet and Beau peo. ee 2,331 | O-21 | 12,105 | 1-09 
‘Febapeoand Senabeese’Hequiaiees 217 | 0-07 9,483 | 3-18 
earing Appare iv an 1,251 | 0-21 37,600 | 6-45 
Radio and Music 5,133 | 3-82 13,066 | 9-71 
Total | £9,409,926 | £233,744 | 2-48) £264,236 | 2-81 
i 
. iz . ———— 
o % OF 
Class Total ‘otal | Saad 
£ ! | ° 
Food and Drink = ...._—... |_ 2,772,078 0-44 | | oko 
Medicinal + -- | 1,970,134 | 1-80 | 1-70 
Motors and Cycles oe I 63,692 22-19 | 2-42 
Household Equipment j 13°43 | 1-46 
Household Stores es ‘ain 2-92 | 4-71 
Toilet and Beaut oa aan | 0-38 | 1-30 
Tobaccoand Smokers’ Requisites | 0-14 | 3,987 | 3-75 
Wearing Apparel ‘ vee | 0-50 | 83,113 |11-01 
Radio and Music ee ve | | 5°10) 20,941 | 8-78 
Total | £9,950,566 | £364,199 3°66 | £470,878 | 4-73 
| | 
; | © of | % of 
Class | Total | Technical | Total| Trade | Total 
| “ Z - 
Food and Drink | 3,582,128 | 18,527 | 0-52} 106,382 | 2-97 
Medicinal , 2,245,932 | 45,194 | 2-01] 46,347 | 2-06 
Motors and Cycles , j 1,043,938 225,139 | 21-57 138,207 | 13-24 
Household Equipment > 1,206,560 | 112,045 9-29 | 93,487 | 7-75 
Household Stores ‘ ~~ 1,368,724 34,643 2-53 | 65,351 4-78 
Toilet and Beauty ; 2,023,444 7,473 | 0-37 | 33,608 | 1-66 
Tobaccoand Smokers’ Requisites 606,546 1,694 | 0-28 17,708 | 2-92 
Wearing Apparel ate 1,122,538 6,173 | 0-55 114,288 | 10-18 
Radio and Music one «<s 464,300 26,489 | 5-70 33,885 | 7-30 
Total | £13,664,110 | £477,377 3 49) £649,263 | 4-75 
| | 


Class 


| % of 
Trade Total 


Foc 1 and Drink ; oie, oe 
Medicinal eit = ' = 
Motors and Cycles 


1,484,626 


Household Stores asf 
Toilet and Beauty oe 2 
‘Tobaccoand Smokers’ Requisites | 
Wearing Apparel a sod 
Radio and Music a 


- 1,210,722 | 
Household Equipment | 1,496,604 | 


Total | £14,332,446 | £563,526 | 3-98 | 
i i 


£842,799 | 5-88 
a 


1949 


| % of 
Trade | Total 


| , of 
Class Total Technical | Total 
. , ; eS % | a, 
Food and Drink 4,765,005 30,554 | 0-64 | 3 | 


Medicinal 2,725,904 60,629 | 2-20 


7 | 3-29 
64,331 | 2 
29,058 | 4-72 

258,506 | 10-34 
50,863 | 8-28 


Motors and Cycles 1,754,381 339,822 | 19-05 
Household Equipment 2,338,118 148,552 | 6°35 | 
Household Stores “| 2y6s4,219 46,915 | 1-75 | 
Toilet and a - | 3,215,765 11,646 | 0-36 
Tobaccoand Smokers’ Requisites | 615,942 1,298 | 0-21 
Wearing Apparel oe | 2,499,042 8,999 | 0-36 
Radio and Music | "614,072 28,236 | 4-60 


i 


| £21,260,598 | £676,651 | 3-18 | £1,030,981 | 4-85 


a : to. . 3 (Shae OS make ig nc 5, 5) eae ch SN a 
é “ nt ise es Pe | a os + o ge > as et pee .% 
— we * 
; 
be es 480 es 
- ° oi 
| PieecE & TECHNICAL AD HE ATISING ] 
| 
| 
eennnnnnnnneeneenn nena ee 
— Se | 
a 
’ al 
ee " 
ay, == \ 
Bs: 
=" 
ep 
pies pe | 
| ' po . 
ce ., St - 
: a 7 
a } 5 ° - a . 
i — Eee j 
_ a : 
. ‘7 - $$ ______ —, 
. 1948 : 
Me A | | . % of | 
F | | Total Technical | Total | 
oa a Pe 5 gy oR CS Se 
rae 40,341 | 26,109 | 0-74) 129,529) 366 § 
a 7,379 | 53,729 | 2-50) 54,954 | 255 § 
ee aa genie 2250 isaee ics | 
og 30,575 | 8-7: 744 | 7-9 Pi 
"7 39,282 | 2 63 | 72,640 | 4-89 { 
2,158,598 | 7,683 0-36 | 59,268 | 2-75 § 
403,986 | 1,213 | 0-30 | 20,791 | 5-15 | 
ie 1,309,308 | 7,387 | 0-56) 163,902 |12°52 § 
: 570,882 30,206 5°29 | 44,589 | 7-81 | . 
ao ——_—_—_——_————————— ee a T a we sm sumpmeenene Ho 
SG re L , 7 
3 _ | 
po | 
ee ° 
‘ 301 | ; 
1-97 : 
’ th) 10 67 ue 
152,0¢ 6-50 
" 
am * 
ae by 
re 2 
- . ‘Sh 
‘ ae 


@ Textiles are the mainstay of 
Keighley’s prosperity and 
9,400 men and women are 
employed in the big factories 
there. And... 


@ Another 7,000 men and 
women of Keighley are build- 
ing textile weaving machinery 
to supply the growing demand 
of their own and other textile 
areas. They are also engaged 
in the manufacture ofall types 
of machine tools as well. 


If you want to sell your goods to the people 
of the Keighley area— 


Advertise in 


KEIGHLEY NEWS 


(NET SALE 25,935 ABC) 
ERNEST LUMSDON : London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 
167-170 FLEET STREET, LONDON, £.C.4 Tel: CENtral 3265 


Manchester Office : 
RUSSELL CHAMBERS, MERRION STREET, MIDLAND BANK HOUSE, 26, CROSS STREET, 
Tel: LEEDS 24998 MANCHESTER 2. Tel: BLACKFRIARS 3930 


ADVERTISER'S WEEKLY 


Now in 
preparation— 


--- the 1952 edition of the 
most-used reference work in 
the Furnishing & allied Trades 


Home of a 37 year old baby... 


Registered in 1914 and serving an increasing 
number of advertisers from its Manchester 
headquarters ever since, Commercial Adver- 
tising Service Ltd. now has a brand new 
London office. 

Mr. Michael A. Borkett is at your service on 
the spot, and in addition to watching the 
interests of existing London and South of 
England clients will be glad to explain what 
we can do about your advertising problems. 


Commercial Advertising 


Service Limited 


EAGLE HOUSE, 109 JERMYN STREET, S.W.! 
PHONE : WHITEHALL 4708 


ALSO AT PICCADILLY, MANCHESTER 


* 


The 
FURNISHING 
TRADE 
ENCYCLOPEDIA 
published by 


The Proprietors of 
The Furnishing World 


* 


Discerning manufacturers of 
FURNITURE - SOFT GOODS - BEDDING 
FURNISHINGS - UPHOLSTERY - CARPETS 
& RUGS - RADIO & TELEVISION - FLOOR 
COVERING - ADHESIVES - ABRASIVES 
WOODWORKING MACHINERY 
FINISHES - FILLINGS - CABINET 
IRONMONGERY ETC. 


invariably use this unique Encyclopedia to get their 
message home to wholesale and retail distributors, 
and manufacturers throughout the United Kingdom. 


To keep YOUR products before all the Buyers in 
the country who matter, for 12 whole months— 


BOOK YOUR SPACE NOW 


in the Trades’ one fully comprehensive Buyers’ 
reference annual. 


Rates and full details 
gladly, on application 


TRADE CHRONICLES LTD. 
180 + FLEET STREET - LONDON E.C.A 
Telephone : CiiAncery 8844 (15 lines) 
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ADVERTISER'S WEEKLY 


EONINE and lovable is 

F. John Roe who has 

just started on his second 50 
years in advertising. 

Mark the phrase—his second 
50. That is how he describes it. 
Not for this veteran the eulogies 
of past service; his jubilee in ad- 
vertising passes without pomp. 
Chairman and governing director 
of F. John Roe Ltd., of Man- 
chester and London, he is usually 
“claimed” by the Capital of 
Cotton. He was a founder of the 
Manchester Publicity Association 

and has also served as chairman 
and as president. 

Actually he is a Londoner, who 
entered advertising in 1901 with 
S. H. Bensons, went to Man- 
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Mainly Personal— 


chester 12 years later, and formed 
his own agency in 1919. It is 
common knowledge that his two 
sons are joint managing directors; 
less widely known, however, that 
his two daughters were also in 
advertising until marriage. 

F.J.R. can look back to the 
days when The Times “and other 
die-hard papers” would not allow 
illustrations in ads. He can 
remember a four-in-hand with 
horses powdered with Reckitts 
blue; a corps of cyclists in khaki 
pasting up Bovril Boer War 
bulletins on grocers’ windows; a 
carriage and pair and my lady 
resplendent with parasol driving 
from grocer to grocer. Her 
majestic footman entered each 
shop and asked in commanding 
tone: “Have you Day and 
Martins best oil blacking? My 
lady will have none other.” 

Advertising, says F.J.R., could 
not be an exact science. Experi- 
ence prompted procedure but ex- 
periences of advertising men were 
hardly ever alike. Certainly it was 
possible to follow a formula, 
devise a programme, plan a 
campaign and present the appeal, 
but no one could foretell the 
result or| foresee public reaction. 
The only thing certain, he opines. 
is that pertinacity pays in publi- 
city as in everything else. 

Roe thinks the finest single in- 


ee ADVERTISING MANAGER’S CORNER i 


A Fair Knock-out ! 


Many a world championship has been won by a 
single punch, but it had to be the right punch 
delivered at the right time on the right spot. 
There’s no substitute for a punch like that, just 
as there’s no substitute for the punch packed by 
a well-designed showcard. We've studied this sort 
of punch for nearly 40 years, and we've learned 
enough ringcraft in that time to be able to deliver 
a knock-out for you, when and where you want it. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE 


FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel: REG 3295-6 


stance of immediate and dramatic 
effect through advertising was the 
opening campaign inspired by 
Gordon Selfridge when every 
London daily and evening news- 
paper carried a different full page 
advertisement six days on the run. 

Here’s luck F.J.R.—for the next 
half century! 


* a e 

JUST BACK from Italy where, 
as a delegate from Great Britain, 
he attended the annual congress 
of the International Federation 
of Camping Clubs at Florence, is 
W. Rankin, a print buyer at 
McCann-Erickson Advertising 
Ltd. It was a particularly memor- 
able occasion for him for besides 
having the honour of taking a 
message from the Lord Mayor of 
London to the Mayor of 
Florence, he also carried a letter 
of greetings from Herbert Morri- 
son which was read at the open- 
ing ceremony of the congress. 


Camping is Rankin’s first love. 
He has been at it for nearly fifty 
years, for much of the time teach- 
ing youngsters the art of life 
under canvas. He joined the 
Camping Club of Great Britain 
many years ago. The organisation 
now boasts some 1,400 members 
and he is the immediate past 
chairman, having held the 
premier position for two years. 

On his recent trin to Italy he 
journeyed through France by 
way of the Riviera, camping at 
night by the side of his Austin 
Seven. 

Anybody feeling the effects of 
the housing shortage? Consult 
Mr. Rankin. He will show you 
how to pitch a tent! 


* a + 
NEWS of the election of Dr. 
Edward L. Lloyd, vice-chairman 
and managing director of the 
British A. C. Nielsen Company 
Ltd., marketing research special- 
ists, as a director of the parent 
company which operates here and 
in America and Canada as well 
as in Australia will give pleasure 
to a wide circle of friends. He 
joined A. C. Nielsen in March 
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Is advertising a hard 
row tohoe? “*No,” says 
F. John Roe starting 
his second 50 years: 
Norman Moore’s 
“Swallow” is famous: 
Rankin pitches his 
tent. 


By CONTACT 


1939 and came to Britain to estab- 
lish the business here later being 
promoted to be executive vice- 
president in charge of all the 
A.C.N. overseas operations. 
Lloyd has lived in Oxford— 
headquarters of the British com- 
pany—for about 12 years and is 
recognised in this country as a 
leading autherity on the shop- 
audit system of marketing re- 
search. He is entirely unassuming 
and possessed of a delicious sense 
of humour. 
* os 


MARATHON flyer is Grahame 
Martin Turner, a director of 
Thomas De La Rue & Co., now 
on a 30,000-mile tour of New 
Zealand and Australia. He will 
study the scope for the applica- 
tion in Australasia of Formica, 
his company’s laminated plastic, 
particularly for display, exhibi- 
tion and shopfitting purposes. 

Martin Turner flew to Auck- 
land via New York and San 
Francisco. 

One of the world’s most 
travelled company directors, he 
carries three passports, two fully- 
stamped, the other well-used! 


s s * 

THE HONOUR of being this 
year’s president of the Thirty Club 
of London goes to Norman 
Moore, chairman of S. H. Benson 
Ltd. and their subsidiary, D. J. 
Keymer & Co., Ltd. Mr. Moore 
vas been at Benson’s since 1928, 
and on the Board since 1931. He 
was joint managing director from 
1938 to 1946. 

Outside of his office Norman 
Moore is an enthusiastic and 
highly skilled yachtsman. In his 
“Swallow” type yacht he won last 
year’s national championship for 
that class at Seaview. He entered 
again, this year at Cowes but 
failed to repeat his success. Ia 
addition he owns a 14 ft. racing 
dinghy but admits that his first 
love is really the “Swallow.” 


WEEKS WISECRACK 


*<I’m not asking you to 
mention our tobacco in your | 
TV programme, old man, 
but if you could just fill 
your pipe very slowly from | 
the packet?. . .” 
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ATLANTIC EDITION&S 


CIRCULATION 70,000 


(NET PAID) 


TIME (ATLANTIC EDITION) 
is read by more top business men and more top 
government officials than any other single export 
publication (except the Reader’s Digest, which 
publishes 11 editions in this same area). 


These facts are based on the results 
of a survey conducted by International 
Public Opinion Research Inc. and Dr. 
Eric Stern among 2,855 leading business 
executives and government officials in 
Europe, the Middle East, and South 
Africa. For the full report write or 
telephone: TIME, 4 Dean Street, THE WEEKLY NEWSMAGAZINE 


London, W.1. Gerrard 6335. OF THE WORLD 


4 DEAN STREET, LONDON, W.1I. TELEPHONE GERRARD 6335 
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ADVERTISER'S WEEKLY 


First Scheme For 
Button’s 
Chocolate 
Squares 


1. J. Button Ltd., makers of 
Button’s chocolate coconut 
squares are launching their first 
large scale advertising campaign 
on October 1. Handled by W. S. 
Crawford Ltd. it will cover the 


Greater London area in three 
ways. _ ; 
Six inch d/c advertisements 


will appear in London evenings 
and national dailies, Reveille, 
Picturegoer, children’s and boys’ 
magazines (Eagle, Wizard, Adven- 
ture, Hotspur, Rover), and 
London and suburban weekly 
papers. 

Filmlets will be shown at 
Odeon, Gaumont, Granada and 


Buttons 


Typical Button's ad. 


independent circuits throughout 
the Greater London area. 

Thirdly there will be bus 
posters in the Greater London 
area. 

Retailers jin the area will 
receive a two-colour  six-page 
folder which is produced in the 
attractive pink, black, and white 
colour scheme that is used 
throughout the campaign and in 
the packaging. 

* * 


Toy Tokens 

The toy trade have entered the 
gift token field and vouchers are 
now being issued to retailers by 
the National Association of Toy 
Traders. 

Price of the tokens range from 
2s. 6d. to £1. 

The token wi!! have no adver- 
tising support except for window 
stickers which are being issued 
by the Aanieiation. 

* 


<< 
Alexon Venture 
Half-page, |! in. triple column 
and 8 in. d.c. spaces were taken 
in the Eastern / vening News and 
the Eastern Duly Press to an- 
nounce the firs! “shop within a 
shop”—a desc 1 applied to 
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the opening of an Alexon shop on 
the fashion floor of the Norwich 
departmental store of Curl Bros. 
last Wednesday. 

The shop was designed by 
Beverley Pick. To mark the 
occasion the Rt. Hon. Viscountess 
Tarbat opened a series of manne- 
quin parades at Samson & 
Hercules House, Norwich. 

Agents for Alexon are Dorland 
Advertising Ltd. 


* * * 
Calpreta In 
The Spring 


Following the success of the 
first advertising campaign for 
Calpreta non-shrink finish this 
year The Calico Printers’ Asso- 
ciation Ltd. have planned another 
campaign for next spring. Starting 
next March advertisements will 
appear in Woman, Woman's 
Own, Woman's Weekly, Woman's 
Illustrated, Vogue, Home Notes, 
Harper's Bazaar, Woman & Home 
and Home Chat. A double page 
spread has appeared in the 
Drapers’ Record. The campaign 
will again be handled by Dudley 
Turner & Vincent Ltd. 


* * * 


New Bisto Contest 


Following the success of the 
£1,000 contest which they ran 
earlier in the year Bisto are now 
advertising another competition. 
This time 100 £5 cash prizes are 
to be offered to housewives for 


their favburite Bisto recipes. 
Agents are Alfred Pemberton 
Ltd. 

* * - 


NEW ACCOUNTS 

New clients for Howards Press 
Advertising Ltd. (Manchester) 
include the Salmon 
Company; Autax radio taxies; 
and Manchester Film Studio. 

* * * 

B.E.L.A. Machine Tools is a 

new account for Rathbone Pub- 


licity Ltd. 
* * * 
Doig Advertising Service (New- 


castle) have been appointed to 
handle advertising for E. 
Chalmers & Co., Ltd., makers of 
non-ferrous metals. 

* * * 


NEW_CAMPAIGNS 


John Scott & Sons Limited, 
Scotland, are preparing the final 
stages of a countrywide compre- 
hensive publicity campaign by 
means of display cards for 
“Scotties,” a new dog food. For 
display in pet stores and similar 
establishments, the cards measur- 
ing 22 in. by 16 in., are in eight 
colours and have been produ 
by silk screen printing on ordin- 
ary builder's wall board. The 
cards have been produced by 
Clark Brothers (Publicity) (Man- 
chester). A Press campaign is 


CURRENT ADVERTISING 
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Smoking | 


| 
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also expected to be launched in 
the near future. 


* * * 


An intensive autumn campaign 
for Velvet handkerchief tissues is 
now in production and will be 
released at the end of the month. 
Media includes Daily Express, 
Daily Mirror, Daily Graphic, 
Star and Evening News. A 2- 
colour double page spread in 
Chemist and Druggist opens the 
campaign on September 22. The 
scheme is being supported by 
outdoor publicity covering West- 
end poster sites, double-crown 
posters, escalator and lift bills, 
and bus sides. Greenly’s Ltd. 
handle the account. 

* * * 


Paton Calvert & Co., Liver- 
pool, will launch in October a 
national campaign for Floro floor 
polish. Media includes national 
dailies, Sundays, leading women’s 
journals with large working-class 
readership. For the London area, 
three London evenings will be 
used exclusively. Broadsheet to 
trade gives details of campaign, 
and window biils and display 
cartons tie in. The campaign 
has been planned and display 
material devised by Ritson 
& Partners ‘ 


* * * 


Continuing the theme of 
“Everyone can make good Bev” 
a new campaign for Bev is using 
the slogan “It’s like magic.” 
Papers being used include 
national dailies and magazines. 
no are The Robert Freeman 

0., 

* * * 


ib like magic 


everyone 
can make 


good Boy 


Bev 15 THE VERY ESSENCE OF COFFEE AND cHicoRT 


This is one of the new series of 
Bev advertisements. 


* * * 
A provincial campaign, supple- 
menting the present national 


campaign, is now being run for 
Dip by Paul E. Derrick Adver- 
tising Ltd. 

* * * 


A campaign begins this month 
for Croid glue. Papers to be 


Comedian George Doonan pre- 
sents a bicycle to Roma Despres, 
one of the successful entrants in a 
Hercules slogan contest in Jersey. 
In the centre is his daughter, Anne 


Doonan. The winners were 
selected by D. D. McLachlan, 
Hercules advertising manager. 
The account is handled by Reid 
Walker Advertising Ltd. Parts of 
the winning entries will in all 
probability be used in forth- 
coming Hercules advertisements. 


used include London evenings, 
Sundays, provincial evenings, and 
trade papers covering newsagents, 
stationers, ironmongery, wood- 
work and handicraft. Samson 
Clark & Co., Ltd., are the agents. 
* x a 
John D. Francis Ltd. have 
introduced a new alarm—the 
Early Bird—which retails at 
19s. 8d. Handled by the J. Walter 
Thompson Co., Ltd., advertising 
is at the moment confined to the 
trade Press and includes a 
double-page spread in the Jron- 
monger. 
* 7” * 


A pre-Christmas campaign for 
Maldona egg flip is now running 
in London evenings, national 
dailies, and magazines including 
Picture Post, Illustrated and 
Everybody's. There is also a 
poster campaign in the provinces. 
Agents are Everetts Ltd. 


Firm’s First European 
Sales Conference 


Remington Rand Inc. U.S.A. 
are to hold their first European 
Sales Conference at the Con- 
naught Rooms, commencing on 
Monday. This conference will 
bring together sales managers 
from the eight European markets 
where Remington Rand maintain 
subsidiary organisations, to dis- 
cuss problems relating to the con- 
sumer marketing section and the 
retail trade. The programme in- 
cludes a week-end visit to the 
new Remington Rand factory at 
Hillington, Glasgow. 

Remington Rand England Ltd. 
will act as hosts with T. B. Glynne- 
Williams, European sales super- 
visor, as chairman. Marcel H. 
Rand, vice-president and general 
manager export division, will 
also attend. 


_ 
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Price Maintenance: Manchester’s 
‘Grave Concern’ At Govt. Plans 


A statement issued by Man- 
chester Chamber of Commerce 
expresses “grave concern” that 
the Government's White Paper 
on Resale Price Maintenance 
does not follow a recommenda- 
tion of the Lloyd Jacob Commit- 
tee Report “that no action should 
be taken which would deprive an 
individual manufacturer, whole- 
saler, grower, importer, etc., of 
the power to prescribe and en- 
force resale prices for goods 
bearing his brand.” 

The statement adds: “To do 
otherwise . . . would be tanta- 
mount to forcing an unwilling 
seller to continue to supply 
branded goods where his cus- 
tomer, the retailer, had previously 
reduced the indicated resale price. 
This would take away from 
manufacturers and wholesale dis- 
tributors their unchallengeable 
right to determine to whom they 
shall sell their branded goods. It 
is mconceivable that Parliament 
should countenance such a grave 
departure from long-established 
business practice. 

“Such action would strike at the 
very base of the edifice on which 
branded goods stand. Branded 
goods have conferred inestimable 
benefits on the community and 
are a fundamental element of 
export trade policy.” 


‘Sauce For Gander’ 


Vantona News, house organ 
of Vantona Textiles Ltd., com- 
ments: 

“It is nonsense to say that fixed 
prices stifle competition. Mono- 
poly bulk buying, the creation of 


Prelude To 
Christmas Trade 


Promoted by the Manchester 
Evening Chronicle and organised 
by Provincial Exhibitions Limited, 
Manchester, “Woman's Fair”’— 
an exhibition of special feminine 
appeal—will open at the Man- 
chester City Hall, on October 23. 

Tom Phillips is Press officer, and 
advertising agents. F. John Roe 
have taken space in both local 
and national newspapers and 
will conduct an extensive cam- 
paign through poster advertising 
and window display cards. 

Two special features of the 
exhibition will be a theatre in 
which parades depicting the latest 
models from London fashion 
houses will be held, and a tele- 
vision theatre where visitors will 
be able to compare the perform- 
ances of different sets. 

The 100 or more stands in the 
exhibition will feature health, 
beauty, child welfare, labour- 
saving devices, kitchen gadgets 
and home beautifiers, etc. 

“Woman’s Fair” is the latest 
of a long series of exhibitions 
sponsored by the Manchester 
Evening Chronicle. Started before 
the war, the series have con- 
stantly emphasised fashions, 
fabrics and furnishings. 
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artificial conditions by unneces- 
sary controls and the nationalised 
or State run industries stifle com- 
petition. The latter will not and 
do not allow competition and the 
effects have already been felt in 
the deterioration of service given 
by State run transport. 

“One further point. In para- 
graph 19, the White Paper states 
that ‘no single price can be fair 
for all shops.” Yet the people 
who make this statement charge 
the public 24d. on a letter 
whether the destination is in the 
next road or 500 miles away. 

“There are many other in- 
stances of Government controlled 
prices, so apparently in some 
circles they are acceptable. What 
is sauce for the goose is surely 
sauce for the gander.” 


Packaging Courses 
Prove Popular 


Initiated as an experiment last 
November, the _ educational 
courses organised by the Institute 
of Packaging—the first of their 
kind to have been held in this 
country—have revealed a wide- 
spread demand from package 
using firms for such educational 
facilities for junior packaging 
executives. The first two courses 
held by the Institute were fully 
booked up; in fact over-sub- 
scribed. 

The next course, to be held 
shortly, is also fully booked by 
applicants who could not be ac- 
commodated at the last course 
held in March. No further appli- 
cations therefore can be 
entertained but a fourth course 
is to be held next March. Invita- 
tions for this course are now in- 
vited from firms on behalf of 
junior executives. They should be 
sent to the Secretary, Institute of 
Packaging, 55-61 Moorgate, 
London, E.C.2. It is a condition 
that each applicant, at the time 
of the course, shall be a member 
of the Institute. 


. 


Tractor Tie-up 


* 
With ‘Eagle’ 

Announcing a _ country-wide 
“Spot-the-Ferguson” competition 
for Eagle Club members, to- 
morrow (Friday's), issue of 
Eagle, features a double-spread 
illustration in full colour by 
Charles Hurford dealing in sim- 
plified form—yet correct to the 
smaliest technical detail—with 
the essential workings of the latest 
Ferguson tractor model. 

Club members are given a 
month in which to scour the 
countryside for Ferguson tractors, 
and prizes of scale-mode] tractor 
kits, badges, claspknives, etc., are 
being offered together with invi- 
tations to the winners—and their 
fathers—to visit certain Ferguson 
dealers’ premises for an after- 
noon’s entertainment. 
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PORTSMOUTH?’S 
employment barometer 
is set STEADY - 


and, in fact, they could do 
with more labour at all the 
Royal Dockyards at home. 

Erection of new factories and 
rebuilding of two main shop- 
ping centres in Portsmouth 
should further reduce the low 
unemploymem figure of 1.097 
recorded for August 1951. 

The City is hard at work and 
the local paper will take your 
sales message right imto the 
households—in the hearts and 
homes of the people where the 
decisions to spend are made. 


UT of a total population 
of over 233,000 more 
than 21.000 are employed 

in the Royal Dockyard and 
associated establishments at 
Portsmouth 


Lord Pakenham, First Lord 
of the Admiralty, speaking on 
August 14, said the Royal 
Dockyards were fully occupied 
with the maintenance and 
repair of ships. There was 
every reason to look forward to 
a steady level of future employ- 
ment on work of this nature 


Get your Trade barometer 
moving towards Bigger Sales 


..- ADVERTISE IN THE . 


EVENING NEWS 


PORTSMOUTH 


The City’s own evening newspaper 
London Office: 85 FLEET STREET, E.C.4 ~- Telephone: CENtral 2845 


DAILY NET SALE 


LEILESTER 


MERLURY 


LONDON. C.P.R.. CRANE 44 FLEET ST. E.C.4.TEL.CENGB20 
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THAT the British Brush Manu- 
facturers Association recently 
complained that an advertisement 
for spray painting equipment 
“belittled the usefulness of paint 
brushes.” And— 

* * . 


THAT the advertisement com- 
plained of is no longer being 


used. 
* * 


THAT Hampshire County Coun- 
cil Planning Committee have re- 
fused permission to Vickers Arm- 
strong Ltd. to erect an 80 ft. 
name board at Hurn. 


* * * 


THAT the works and offices of 
the Shelley Press, general printers 
Manchester, affected by bombing 
during the blitz, are to have a 
complete new frontage. The 
“new” building will be on view 
in about two months. 


* * * 


THAT this stand for John 
Trundell & Partners Ltd. which 
spotlighted three of the firm's 


publications, “Chemical  Pro- 
ducts,” “Compressed Air Engin- 
eering” and the “Ship and Boat 
Builder,” at the Engineering, 
Marine and Welding Exhibition 
at Olympia, was designed by 
Donald MacDonald (Advertising) 
Ltd. 


* . 
THAT 27 nationalities, other than 
‘British, have been pre- 
sented at the Festival of Britain 
Press and Radio Club since it was 
opened at the beginning of May. 
* + y 


THAT an exhibition room has 
recently been opened by the 
“Terylene Council” of Imperial 
Chemical Ind ee Ld. ft 
Welwyn. It has cheme 


We Hear— 


based on the Mazda Universal 
shop lighting system, and contains 
a wide range of fabrics and other 
products made from “Terylene.” 


* * * 


THAT 2& course of lectures on 
photo-engraving methods will be 
held at the London School of 
Printing and Graphic Arts, Bolt 
Court, E.C.4, on Wednesdays at 
6 p.m. commencing October 3. 
The lecturer will be H. M. 
Cartwright. 


* * * 


THAT Macleans Ltd. have had 
registered as a trade mark the 
name of Vita-Yeast covering 
“cereals and preparations made 
from cereals all for food for 
human consumption and all con- 
taining yeast.” 


* * * 
THAT the African & Colonial 
Press Agency Ltd. have been ap- 
pointed U.K. advertisement repre- 
sentatives for the Jamaica Times. 

* + * 
THAT at the invitation of Ernest 
E. Milner, North Regional P.R.O. 
of the National Farmers’ Union 
of England and Wales, the Mayor 
and Mayoress of Bolton spent 
an afternoon on a Bolton farm 
last week. 

* . * 


THAT Cyril Stein, publicity 
director for 20th-Century Fox 
Film Corporation in South Africa, 
has left Europe-to return to 
Johannesburg after spending a 
vacation in Ireland. 

* * . 
THAT John Beable, a director of 
A. A. Sites Ltd. and the son of 
J. M. Beable, the company’s 


Hawkins is a joll 


ne Sale 2B Mem 


but he will dil 
, ae lime-juice Te | 


chairman and managing director, 

was married at Ewhurst, Surrey, 

to Elizabeth M. Goldney recently. 
* * * 


THAT Howards Press Advertis- 
ing Ltd. (Manchester) have been 
granted recognition by the 
Periodical Proprietors Associa- 
tion. 

* * 


THAT nearly 11,000 readers sent 
in about 20,000 pictures from 
their family albums for a 
competition organised by the 
Sheffield Star. 

* * 
THAT Clive Barwell, publicity 
manager of Mullard Ltd., collab- 
orated with Walter Nurnberg in 
arranging the first exhibition of 
its kind, in Glasgow, to show 
photographically what goes on in 
the electronics industry. 

* * * 


THAT John Adley, son of Harry 
Adley, managing director of 


Twenty-Five Years Ago 


September 1926 


The rate for a quarter-page 
solus position in the Daily Mirror 
was £93 15s. 

* * * 


The Evening Standard in- 
creased to 24-pages. 


* * * 
Advertisement space on the 
recently opened Bond Street tube 
escalator was completely occupied 
by Pears soap. 


* * * 


Postmark advertisements weft 
introduced—and many advertis- 


ing associations and business 
organisations protested. 
* 7 * 

First prize in a competition run 
by the Sunday Chronicle was a 
freehold house, fully furnished. 

* * * 

Philip Emanuel was elected 
president of the Regent Advertis- 
ing Club. 

* *~ ” 

Thomas Hedley & Co., Ltd., 
had just introduced their “Fairy” 
soap. Theme of the supporting 
advertisements was that “Fairy” 
was suitable for both household 
and toilet use. Agents were 
Sheldon’s Ltd., of Leeds. 


Younger Publicity Service Ltd., 
was married on Tuesday to Miss 
Elizabeth Goodman at the New 
West End Synagogue, St. Peter's 
Place, W.C.2. The reception was 
at the Trocadero. 
~ * om 

THAT M. D. Linton, Linton 
Publications, is leaving on Friday 
on a_ business trip to Portugal 
and South Africa. He will be 
away for about three weeks. 


ADVERTISING 
DIARY 


. September 14. 
Pusucity Cus oF Leicester 
UB OF SHEFFIELD 


“Industry is news."" Gra 
12.45 p.m. " 


y. September 17. 
Pusticitry Cius oF LONDON. 
“Get Together” at the Waldorf 
Hotel. 6 p.m. 


REGENT ADVERTISING CLUB. 
. D. Johnson on “Direct Mail” 
(educational lecture). 

BIRMINGHAM PuBLICcITY Assocta- 
Tion. Major Carter on “The 


BLiciIty Civusp Or _ LEEDS. 
Little journey to G. & T. Earle Ltd. 
12. p.m. 

y, 23. 

COVENTRY PUBLICITY ASSOCIA- 
Tron. Treasure Hunt. Hearsall 
Common, 2.30 p.m. 


y, September 24. 

Pusticrry CLus OF SHEFFIELD. 
Mannequin Parade and showipg of 
the International Conference film. 
Grand Hotel, 7.30 p.m. 
wesda: 


y. e 
REGENT ADVERTISING CLUB. 
Graeme Cranch on ‘Market 
g ho” (Ed ional lecture) 


Pusticrty Cius OF LONDON. 
First mecting of public speaking 
section rince Henry's 
Fleet Street. 6.30 p.m 
ADVERTISING ASSOCIATION Annual 
dinner of A.A. diploma holders, 
Holborn Restaurant 7 p.m. 


EW. PLAYER LTD 


30 FLEET STREET - LONDON E.C.4-+ CENTRAL 2786 (3 lines) 


The London Office of some of the best media in the country 
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* 
Print J.LC. | 
= ~ 
Convention jf 

The printing “ trade’s Joint 
Industria] Council has announced 
that its 1951 Convention will be 
held in Bristol at the invitation of 
the Bristol District Committee, 
October 17-18. 

Instead of the usual dinner on 
the Wednesday evening, it has 
been decided to hold the quarterly 
meeting at that time to enable 
members of the industry in the 
Bristol area to be present and 
observe the Council at work. 

Concern has been expressed in 
the Council in the past at the 
smal] number of district commit- 
tees directly represented at con- 
ventions and it has been recom- 
mended that every encourage- 
ment should be given to represen- 
tation by committees at this year’s 
Convention. 

Items on the programme in- 
clude “Technical education—a 
review of the past and a forecast 
of the future” by Major-General 
C. Lloyd, technical director of 
the City & Guilds of London 
Institute, on the Wednesday 
morning. 

On the Thursday morning there 
will be talks on “Productivity 
in the industry” by members of 
the letterpress and lithographic 
productivity teams, P. J. Kil- 
patrick and Stanley Gilman. 


His Master’s Voice 

The Institute of Contemporary 
Arts have organised an exhibition 
entitled “Ten Decades of British 
Taste.” This is being held at the 
Suffolk Street Galleries of the 
Royal Institute of British Artists. 

One of the paintings shown is 
of the picture purchased in 1899 
by the Gramophone Company 
Ltd. and subsequently used as 
their trade mark. This depicts a 
terrier listening to the horn of an 
early type gramophone. 

The picture was painted by 
Frances Barraud, based on an 
actual experience. The dog 
“Nipper” and the gramophone 
and some records were left to him 
a his brother. 

When one record was played 
on the gramophone, “Nipper” sat 
with his head poised, listening. 
The dog’s attitude and the resem- 
blance of the recorded voice to 
that of his brother’s gave Barraud 
the inspiration for the picture and 
the title “His Master's Voice.” 


Salesmen Also 
On Their Toes‘ 


Male dancers of the Sadlers 
Wells Theatre Ballet on th + 
forthcoming tour of Canada 

the United States will wear of 
stage shoes made by Crockett and 
Jones Ltd. of Northampton. 
While the Ballet is on tour North 
American retailers, and stores 
stocking the firm's shoes, will tie- 
up with a sales promotion scheme 
of window displays and radio an- 
nouncements. Theme of the 
campaign will be English quality 
and craftsmanship. Pictured 
above are a group of the dancers 
admiring shoes chosen by the 
principal dancer David Blair at 
the firm's London showrooms. 
Left to right are: A. G. Cadman 
(Crockett & Jones advertising and 
publicity manager), Richard 
Eastham, Robert Lunnon, Donald 

Britton, and David Blair. 


Canasta Tourney 


One of the most successful 
newspaper promotions of its kind 
was the recently held Sunday 
Times International Canasta 
Tournament when Great Britain 
defeated the United States by 
13,750 points. The tournament, 
at Selfridye’s, London, was the 
first international Canasta event. 

Players from America, who had 
been flown across the Atlantic, 
were seated with their British 
opponents behind a glass sheet 
in a sound-proof room in full 
view of the public. A giant board 
displayed every card held by each 
player and thus it was possible 
for the audience to follow play. 

The winners were presented 
with the Sunday Times silver 
challenge shield by Eric W. 
Cheadle, a director of Kemsley 
Newspapers Ltd.,. and all four 
players received an_ inscribed 
walnut casket containing four 
Canasta ote: and a score card. 


Glasgow Building 
Exhibition 


A Building and Civil ao 
ing Exhibition, sponsored 
Corporation of Glasgow, is to 
be held in the Kelvin Hall, 
Glasgow, during March and 
April of next year. 

Exhibitors are expected to 
include professional and trade 
bodies and the Ministry of 
Works, and commercial firms. 


ADVERTISER'S WEEKLY 


SPHERE 


Send for a copy of THE SPHERE from your file, 
(or we will gladly send you one on application) when 
we believe you will be impressed by the masterfully. 
presented editorial, keeping company with many 
pages of announcements by leading advertisers. 
For all categories of quality goods THE SPHERE 
offers opportunity, absolutely without waste, to 
approach an immense readership among people— 
men and women—who have the means and 
discrimination to buy only those goods which are 
of outstanding merit. 
If yours is a quality product or service make sure 
your announcements are in THE SPHERE... 
where your investment is economical and SAFE. . . 
where readers have both INCOME and CAPITAL. 
Our superb full Sour-colour is heavily booked, and 
Sor many issues is fully booked. But, please let us 
have your enquiries so that we may see if it is 
possible to accommodate your particular needs. 


The paper position is difficult ; please give us as 
much notice as possible. 


_ SPHERE READERSHIP om 


REPRESENTS PURCHASING POWER | 


FRANK J. DUNN, Advertisement Manager, 
Ingram House, 195-198 Strand, London, W.C.2. TEMple 5444 
Manchester Office: 55 Market Street. Tel. Blackfriars 4109 
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ADVERTISER'S WEEKLY 
‘Tit-Bits’ Finding 
A Film Star 


Yvonne Anders is being used 

to illustrate a new serial story, 

“Devil’s 

| Harvest,” 

which started 

in Tit-Bits 

| this week. 

iShe was 

| discovered 

by Tit-Bits 

talent scouts 

following a 

® challenge 

from a 

reader to 

find a British 

Silvana 

Mangano. 

Now she has 

passed a 

jscreen test 

and is to be 

“groomed” 

for stardom. 

This is be- 

lieved to be 

the first time 

that a weekly 

journal has 

set out to find a new film star. 
* * * 

Royal Air Force Review Sep- 
tember Battle of Britain issue was 
sold out in record time. Demand 
far exceeded the publishers’ paper 
stock available for the issue, but 
arrangements have been made for 
a substantial increase for future 
issues. Most unusual feature is 
an article “I bombed London” by 
an ex-Nazi pilot. 

- * * 

Topical note for Battle of 
Britain month is struck by the 
September cover of Business, 
the Journal of Management in 
Industry—an arresting full colour 
photograph of a Sapphire jet 
aero engine in process of final 
tests. The issue features an article 
on H. “Tom” Chapman, manag- 
ing director of Armstrong 
Siddeley Motors Ltd., who make 
the Sapphire. 

* * 

Cover of the autumn issue of 
Go will be glossy. Outstanding 
feature is a large (14 in. x 20 jn.) 


TECHNICAL RETOUCHING - 


Publications News and Notes 


full-colour reproduction of Con- 
stable’s painting, Flatford Mill 
Other features include an article 
by the Marchioness of Bath, re- 
capturing the spacious and lavish 
days of many servants and family 
homes, entitled “High Life Below 
Stairs”; Cricket in Fiji by Philip 
Snow, and advice on “Making 
the Old Car Last” by the Duke 
of Richmond and Gordon. 

* | *~ ~ 


he Manchester Guardian’s 
latest publicity and promotion 
leaflet “Britain Goes Abroad”— 
written in modern style and deal- 
ing with the newspaper's circula- 
tion in America and other foreign 
countries—has been produced by 
a 20 years’ old girl student of 
Manchester ~Gollege of Art. 
Another student is assisting 
Courtman | Davies (head of the 
newspaper's research and promo- 
tion department) with the nex: 
leaflet. The students—Marijorie 
James of Manchester and 
Frederick G. Cooke of Warring- 
ton—were invited to work for 
one month at the Manchester 
Guardian. Both are keen to work 
with an advertising agency. 


CATALOGUE ILLUSTRATIONS 


& 
A Quality Service for— 


ART BUYERS 


COVENTRY 
eA8Ae 


CINE 


ROTAPRINT & MULTILITH USERS 
We offer you a speedy Photo-Litho service 
that is second to none Our speed is 
your asset 
For QUALITY ond RELIABILITY 
"Phone Shoreditch 3942 


VARILITH SERVICES LIMITED | 


3 Academy Buildings, Fanshaw Street, N.1 


A. }- 


LETTERING 


ROW 
ARWICK 
25 WeOVENTRY 


HARRIS 


Peleatar™ 


The draw for the “Daily Tele- 
graph” amateur-professional four- 
somes golf tournament, to be 
played at Ganton G.C. Yorkshire, 
next month, was made at the 
Savoy Hotel on Friday. Gathered 
in front of the results board are 
(left to right): Commander 
R. T. Roe, secretary of the 
Professional Golfers’ Association; 
J. J. Busson; Peter Wilson; the 
general manager of the “Daily 
Telegraph,” G. P. Simon; W. J. 
Cox; A. Poulton; S. M. 
McCready; J. Adams and A, J. 
Lacey, chairman of the P.G.A. 
— ~ * 

Advertising agency methods 
can sell ideas to staff, claims 
W. J. S. Graham in a feature 
“Publicity can help your business 
inside the factory, too,” in the 
September issue of Personnel 
Management, Welfare & Indus- 
trial Equipment. ' 

* . * 

First issue of Gifts and Fancy 
Goods, the official organ of the 
Fancy Goods Association, makes 
its appearance this month. With 
a 94 in. x 6 in. format the first 
number has 80 pages including 
45 pages of advertisements. An 
editorial emphasises that the 
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journal is published for the trade, 
by the trade. “It is the official 
organ of the Association and, as 
such, will be the mouthpiece of 
the trade wherein policies, trends 
and problems can be ventilated 
and discussed,” it states. 

* * . 

Rugger, since 1946 the only 

journal devoted to Rugby foot- 
ball, is to be extensively re- 
organised. Publication will be 
monthly from October | at Is. 6d., 
with more pages. Special editorial 
coverage will be given to the 
South African tourist team’s 
games. throughout the winter. 
Newly-appointed sole advertise- 
ment representatives are Pearl, 
Cooper Ltd. A 66-page annual 
number just published contains 
a full survey of the forthcoming 
season, together with a player-by- 
player critique of leading Clubs’ 
First XV's. 

* ~ ~ 

October 5 issue of the Muni- 

cipal Journal & Public Works 
Engineer will contain a special 
8-page section on art paper, in- 
cluding 4-colour reproduction on 
editorial pages and 4-colour ad- 
vertising. The feature deals with 
“Colour Planning,” approached 
mainly from the point of view of 
colour schemes in _ hospitals, 
schools, housing estates and 
similar public undertakings. 

* * * 


A Madhurai edition of the 
Dinamani, the largest circulated 
daily in South India, owned by 
Express Newspapers Ltd. of 
India, is being launched this 
month. 

. + aa 

Advertisement rates for the 
Retford, Gainsborough and 
Worksop Times wil! be increased 
by 6d. per col. inch as from 
October 5. New rate will be 
6s. 6d. per s.c. inch. 

* ** oa 

September issue of The Times 
Review of Industry contains an 
article by Gordon Russell, direc- 
tor of the Council of Industrial 
Design, on the “Design Review” 
section of the South Bank 
exhibition. 

More publications news 
on opposite page. 


At the Royal Institute Galleries in Piccadilly, London, the “Sunday 
Pictorial’s’ National Exhibition of Children’s Art, a section of which 
is shown above, is attracting much attention. 
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Aims To Improve Adve 
Standards In Ireland 


Recently formed Association of 
Advertisers in Ireland has now 
announced its organising commit- 
tee and has opened a drive for 
membership. The first meeting, 
which was attended by represen- 
tatives of 45 firms in Dublin, 
named the following officers and 


committee : 

Chairman, Jack O’Sheehan 
(Irish Hospitals Trust); vice- 
chairman, A. E. Snow (W. & R. 
Jacob & Co., Ltd.); hon. treasurer, 
C. W. Chesson (Aspro, Ireland 
Ltd.); hon. secretary, Albert Price 
(W. D. & H. O. Wills Ltd.); W. B. 
Farmer (The Gramophone Co.); 
P. E. B. Thomas (Philips, Ireland 
Ltd.); P. E. Ryan (Cerebos, Ire- 
land Ltd.); C. Kelleher (Bovril, 
Eire Ltd.); W. P. Cavanagh 


(Chivers & Sons, Ireland Ltd.); E. 
Williams (A. Bird & Sons, Ireland 
Ltd.); L. V. Whitehead (Masser 
Refrigeration Ltd.); E. F. Mac- 
Sweeney (Odeon, Ireland Ltd.); 
Dr. L. E. Morris (Bradmola Mills 
Ltd.); G. S. Childs (Irish Assur- 
ance Co., Ltd.); VW. M. Woods 
(Fry-Cadbury, Ireland Ltd.); J. 
Parle (Johnston & Johnston, Ire- 
land Ltd.) and G. L. P. Cook 
(Lever Bros., Ireland Ltd.). 

Circular issued by Association 
says that it aims to work con- 
stantly for fair costs and seeks to 
improve standards of advertising 
in Ireland. It will also serve as 
clearing house for information on 
advertising matters and maintain 
contact with similar organisations 
in other countries. 


Odhams’ Autumn Publicity Plans 


Odhams Press are to conduct 
an intensive advertising campaign 
in support of their periodicals 
during the autumn. 

Woman, dated September 22, 
will carry the offer of two new 
perfumes for Is. 3d. post free, and 
the first instalment of the authen- 
tic life story of Lady Mount- 
batten, with some hitherto un- 
published photographs, The issue 
will be supported by announce- 
ments in the national dailies and 
leading provincials, as well as a 
poster scheme. 

Illustrated is planning more at- 
tractive features beginning with 
the issue of September 29 which 
will be another “special” with 
new colour photographs of 
Princess Elizabeth and the Duke 
of Edinburgh (and an exclusive 
article on their Canadian tour). 
It will be supported by one of 
the biggest advertising campaigns 


put out by Odhams, with space in 
the nationals, Radio Times and 
the provincial Press, and posters. 
The September 29 issue will be 
followed up by an outstanding 
series and a huge publicity cam- 
paign. 

For the autumn programme 
John Bull has obtained the exclu- 
sive serial rights of G &@ 
Forester’s new novel “Lieutenant 
Hornblower.” This coincides 
with the release of a Hornblower 
film. There will be a widespread 
publicity campaign to support the 
new serial and other features. 

Publicity for Everywoman will 
commence with the issue dated 
October. 

Amalgamated Press will distri- 
bute millions of leaflet order 
forms through retailers to coin- 
cide with the opening of their 
autumn publicity and Press cain- 
paign. 


@ Continued from opposite page 


Publications News 


The 186 page September issue 
of Aeronautics, is double normal 
size and carries a comprehensive 
survey of the Society of British 
Aircraft Constructors’ Exhibition 
and Flying Display at Farn- 
borough. Special photographs 
and drawings illustrate the 
exhaustive coverage of aero- 
drome arrangements, exhibitors’ 
tents and aircraft and aero 
engines on show. Many famous 
names in the aircraft industry are 
represented among the _ excel- 
lently designed announcements 
contained in the 104 pages of 
advertisements. Particularly not- 
able are the 31 pages in colour. 

7 - . 


September issue of The Navy 
contains a special naval aviation 
supplement covering the S.B.A.C. 
show at Farnborough and the 
naval aviation display at Lee-on- 
Solent. 


* * * 


Daily Graphic is to present an 
annual trophy for canoeists. 


Amateur crews of two will be 
invited to take part over a course 
of approximately 50 miles on the 
Thames tideway. This year’s 
race will start at Richmond on 
September 23 and the crews will 
race to Woolwich, turning on the 
tide, and finishing at the Rodney 
Pier at the South Bank Festival 
site. 
* * * 

The European edition of 
Newsweek has already shown in 
1951 an increase of 82 per cent 
in British advertising content over 
the 1950 figure. 

* * * 


Great Britain and the East 
celebrates its 40th anniversary 
with the September issue. 

* * * 


In co-operation with Hulton 
Enterprises, Games and Toys 
published a special Eagle supple- 
ment with its September issue. 
The Games and Toys golf tourna- 
ment will be held at Hendon Golf 
Club on Tuesday. 
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| CLASSIFIED ADVERTISEMENTS 


(Continued from page iii of cover) 
BUSINESS OPPORTUNITIES 


Pe —~ ~ae™ Ane PRINTING 
trade. 


pencils. te fracmar) fia’. a8 


APPOINTMENTS WANTED 


MAN, with small van. desires representa- 
tion, Toby, a show, of delivery. 
Casual or full 
Box 714 Ad. "Weekly 180 Fleet St BC4 

FASHION ARTIS secks 

ondon, per- 


oad, 


ADVERTISING ~~ REPRESENTATIVE 
seeks position. Reliable Space Seller, 
aoe contacts. 

Box 739 Ad. Weekly 180 Hest St_ BC4 

SHORTHAND-TYPISTS. te Secre- 

. if you are. P urgent 
act 


w.ci 
We pb in 
__ efficient 
YOUNG MAN ( G0), ‘wants | appoinument. 
veral years’ experience as 


Whi 
(Whiltehall 15924). 
|_ personnel 


forelgs 
Printing experience, yn A omerad 
type-layouts. ey ex 

58 eckly 180 PF lect ‘St EC4 


Tea amner = ty 
= clied, languages, 


FREE LANCE SERVICES 


BIG ACCOUNT SERVICE for the small 
Advertiser. 
Posters and Print 
Sg campaigns to a cage adver- 
ly 688 Ad. Weekly 180 Fleet St EC4 
Ty 7 


NERS, PRINTERS, 
qatiee. Or Pictorial visuals layoun. 


Box’ 0 Ad. Weekly 180 Fleet St a 
EXHIBITION. Unusual —_ opportuni 
occurs for experienced Exhibition Stand 
Deslenst to work on a Eves J paece - 
Lg Sharing basis. Lond 
Box 7 29 Ad. Weekly 180 Fleet St Bea 


BUSINESS OPPORTUNITIES 


COLONIAL 
OPPORTUNITY 


An opportunity occurs for a 
first-class London Agency, pre- 
ferably handling a substantial 
volume of exvort advertising, 
to acquire an interest in an 
established agency in a develop- 
ing British Colony. This agency 
is handling important accounts 
and is operating to capacity with 
existing organisation. Balance 
sheet at 31st August available to 
bone fide applicants writing to: 


Box 718 
Advertiser's Weekly, 180 Fleet St., E.C.4 


INTROLLING INTEREST available 
in established publishing business sy 
ducing monthly and qu journals 
International trade journal ready for 
. Particularly suitable to 
experienced —y or 
required around £1, 
Box 742 Ad. Weekly 180 Fleet St BC4 


man. Capital 


To bw pape AGENCTES 
A__ substantial London “ompany 
wishes to purchase outright or obtain 
control of recognised Agency. Pre- 
sent type of allied business could pro- 
duce valuable contacts and other 
has facilities. Initial informa- 
to M 


Duecee, 
Advertiser's Weekly. 18 180 Fleet St., E.C.4 


WINGS for all purposes. W. Part- 
,  Boomebury Square, W.C.1 


NGON- SIGN” ITE. Outstanding Neon 
Sign Site, available in the centre of 
ag oy Maximum 
AG, Weekly 180 Ficet St BC4 


SHOW CARDS, CUT-OUTS, 
Advertising Folders, 
(own photo-litho process plant. 
CARILLON PRESS LTD. 
Fiae_S olour Printers, Re ae 


Boscom 
London e: oe-100 Fest a Bce. 
Phone: CENtral 1740 


ACCOMMODATION 


— SPACE 
ag 
Strand” area. Wii 

719 Ad. ‘Weekly 180 Fleet St BC4 
LiGi 


available in = 
Figs 


first floor 
suite, quiet situation. Nr. Bond Street, 
Suit Free Lance artist, agent, journalist, 
ete. Electric light, central heating, 
tel., and use of reception room. Write 
_ Box 625 Ad. Weekly 180 Fleet St BC4 


ACCO 
for Advertising 
ae — in central posi 
Box 695 Ad. Weekly 180 pee St BC4 
_or phone TEMple Bar 907 
LET (200 sq. % al orons: 


mately). Light and quiet. 
joor 2 


OFFICE SPA’ 
J ¢ feet urgently requ 
& Display Satractors (no machi 


1 districts considered (within 20 
— = of London). Write giving full 
Box 562 ad, Weekly 180 Fleet St BC4 


es AND WANTS 


reams Quad Crown 

rel inting rn Ibs. at 2s. Id 

e. delivered. 16 reams Double a 
oO, 22 — » Bansal * pmes Gones 


Box 716 Ra Weekly Yoo" Fleet St BC4 


TRADE ANNOUNCEMENTS 


TYPING: Strictest confidence es. 
References. Rates from 2s. per 


per cent entation ee 
ided. Acton, Grove R 
Hastings, Sussex. 


en i 


PERSONAL 


PUBLICITY 
AND SALES MANAGERS 
Visit the 
National Display Exhibition 
and see the finest and most comprehen- 
sive range of display and ‘‘point-of-sale"’ 
publicity material. Central Hall, 
Westminster, October 15-19. Admis- 
sion 2/- including 36-page Exhib and 


Convention catalogue. Advance tickets 
from Exhibition Organiser, 16, West 
Central Street, London, W.C.!. 


SPECIAL ANNOUNCEMENTS 


See September 6 issue of 
Advertiser's Weekly, pages 430 
and 431 for the Advertising 
Services & Supplies Section. 
October 4 will be the next 
issue containing these services. 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ADVERTISING 
ASSISTANT 


REQUIRED 


for export department of im- 
portant company manufactur- 
ing many interesting products. 
All round agency experience 
essential with good knowledge 
layouts, printing, copy writing 
and process work. Job calls for 
organising ability and good 
correspondence with overseas 
contacts. Write fully: Mr. 
Roberts, 10 King Street, St. 
James's, London, S.W.|. 


ADVERTISEMENT REPRESENTA- 
TIVES (men or women) required for 
Scottish Industrial Journal. Applicants 
should be resident in Scotland, or pre- 
pared to take up such residence. First 
class salesmen/ women only need apply 
Write, stating sales experience, date of 
— marital status and whether car 


Box? 704 Ad. Weekly 180 Ficet St EC4 


W. M. de MAJO 


has vacancy 


for ASSISTANT 
DESIGNER 


(for C ial Art, Packaging, 
and Display Design.) 
Must beexperienced, versatile artist. 
neat letterer, capable executing 
first class finished drawing. 


Apply, Miss Wainwright, 
FLAXMAN 6816 


ADVERTISEMENT REPRESENTA- 
/ required West Country 
South Wales and Lancashire, for well- 
known publications. Applicants 
should live or be prepared to live in 
one of these arcas. These appoint- 
mems offer a substantial income to 
first class — ee Stating experi- 
ence, age 
Box 7 oo, Ad Weekly 180 Fleet St BC4 


| 


490 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINT mt a al lag lb 35s. per 


APPOINTMENTS WANTED, 3s. 
4s. 


line, 35s. 
a Begg —~ Meg 


wt - 


E.C.4, 


APPOINTMENTS VACANT 


SPACE SALESMAN. Cinema media. 
yas to travel. Car an advantage. 
= salary after 


Experi: essential. 
MAY 5678 cr appointment. 

IN. Progressive agency re- 
quires a further cer but experienced 
production assistant to handle group 
of accounts, including block ordering, 
maintenance of records, etc. Five-day 
week. rite 

Box 594 Ad. Weekly 180 Fleet St BC4 


ARTIST 
DESIGNER 


A genuine opportunity exists 
in this growing Birmingham 
Advertising Agency for a really 
first-class Artist Designer. An 
all round man is required, 
capable of producing clean, 
modern layouts, as well as 
finished work of the highest 
standard. If there is such a 
man available these days, we 
are prepared to pay up to 
£1,000 per annum for his ser- 
vices, and he will work in 
pleasant surroundings and in 
a congenial atmosphere. - Ap- 
plications in strictest confi- 
dence | 


BEARDMORE ADVERTISING LTD. 
125 Soho Hill, Birmingham, 19 


BORN ABOUT 1929, familiar with —_ 
arranging and layouts, is the man 
a i assist in — of techni 


Pension ——- in operation. Details 


ence, salary required to 
Public Chict, Keith Blackman Lwd., 
i Mill Me ondon, 


Road, 


APHY. Representative with 
sound connections, required by a well 
established Studio honing full meetnies 
for both Monochrome a 

7il Ad. Weekly 180 Fleet St St BC4 
ADVERTISING REPRESENTATIVE re- 
quired by established publication, good 


details of experience, etc 
to 
Box 658 Ad. Weekly 180 Fleet St EC4 


nical writer prep 
sible position requir 


experienced, 


a job for a beginner. 


If you fill these 
experic: nd salary to 


Adver ‘iser’s Weekly . 


ARE YOU 
“TECHNICALLY MINDED ”? 


A leading food machinery manufacturer needs a tech- 
ired to accept a permanent, respon- 
ing drive and initiative . . . with 
a good salary for the right person. 
cchnically-minded advertising man, 
preferably. wit h engineering qualifications. 


requirements and you are prepared 
to reside in Lancashire, write now, giving details of 


Box 708 
180 Fleet Street - London, E.C.4 


That means an 


This is not 


’Phone your Classifieds 


ar (female) required by Manage- 

Consultants to take charge of 

small Drawing Office. _ wpaliceate must 
be fully experfenced in the 


SerTemBer 13, 1951 


APPOINTMENTS VACANT 


as ERTISEMENT SRSSENT ATIVE 
2 Excelient 


of statistical, organisation, and routine, 
charts, . Good salary and working 
conditions. — write with at = 
age, experience and salary 

Box 706 Ad. Weekly 180 Fleet St st ECS 


SALES 
REPRESENTATIVE 


A g00d opportunity is offered by 
a long established fiem of Pro- 
cess Engravers to experienced 
cales representative having own 
contacts. Good remuneration 
and commission for right man. 
Wri'e. giving full particulars and 
experience to 
Box 709 


Advertiser's Weekly, 180 Fleet St., E.C.4 


MARKET RESEARCH. Clerks, prefer- 
ably over 20, a gee in Analysis De- 
partment. according to quailifi- 
cations and experience, Apply, Re- 
search Services, Ltd., 91 Shaftesbury 


GIRL 


Must be able to type, 

control detail "and act on own initiative. 
mmensurate 

*« appoinumest 


required a: as 


quired by well known West End 

vertising Aare. — aay an 

advantage. Wri phone: Smee’s 

Wa Or. Ltd., o/ 5 ‘Duke Street, W.1. 
077 


MEDIUM SIZED, old established Lon- 
don Agency (R.P.A.) would be in- 
terested in acquiring the co-operation 
of an accounts executive with sound 
business contacts. evens in confidence 
to Managing Direct 
Box 572 Ad. Weekly. 180 Fleet St BC4 


| PRODUCTION 
ASSISTANT 


First-class London Agency 
requires assistant to 
Production Group Manager 
with two to three years’ 
production experience. 
Box 710 
Advertiser's Weekly, 180 Fleet St., E.C4 


Y CLERK, abie Rn work on own 
peer required by T 
good salary according to age and 
Progressive position for some- 
to get os By the job. 
‘Apply. Sawell & Sons, . 4 Ludgate 
Circus, E.C.4, or a Monk 
_CEN 4354 for appointment. 
FLEET sT STREET AGENCY, small but 
growing, old established but modern in 
took, requires a young Man as — 
production Assistant. cone 
enough to go to see a client ee 
ly but not above picking up a _——_ 
on the way back. Our Producti 
ere of the future, carning 
£8 week now and worth more. 
__BM/: ‘ADMAN, __ London, W 
(TERING A 


ability. 


ACCOU NTs 1 “EXECUTIV E re 


Agency. To a person capable of in- 
troducing business, generous terms and 
energe! backing are <a. with 
excellent future Prospects. Apply to 
Managing or, c/o 

Box 565 Ad. Weekly 180 Fleet St BC4 

EXPERIENCED SPACE SALESMAN re 
quired for exclusive high-grade media. 
a 


Salary - ce Old- 
established Compa: 
Box 662 Ad. Weekly, 180 Fleet St BC4 


required by 
London 


TECHNICAL 
ILLUSTRATORS 


Expansion of Technical 
Section. 

top class 
Write in first 
giving fuil particulars 
experience, age, etc. No 
specimens, calls 


Vacancies for 
men only. 
instance 


phone 
or Visits without appoint- 
ment. 


STUDIO IRWIN LTD. 


Irwin House, Gough Square 
Fleet Street, E.C.4 


CLERK for 
Stationer in the City. 
recen bed. 


pen 


own iting. 
Box 532_Ad. Weekly 180 Fleet St EC4 
GIRL OF 16/17 years required as junior 
in Publicity Department for — 
— —, inchuding 
jience “and 


salary of experi 
— reauited 53 a Chief, Keith 
Lid. Mead Road, 


London ®NLI7. 
era REY tenes tg oe 


AGENCY 1 ts 
cutive. He will ‘hold full deparsmental 
responsibility under the Managing 
Director will require to have plan- 

and executive 


emo! 
Canteen. 


tions, and able to set a Lie Standard 
of work. A well-paid and progressive 
post for the right man. Please state 
age, present position and salary with 
other_relevant information. 

Box 717 Ad. Weekly 180. Fleet St BC4 


Senior 
creative 
Copywriter 


required to collaborate with 
Senior Visualiser on an 
interesting variety of National 
accounts in one of the 
principal Creative Groups of 

a first-rank London Agency. 
Outline of experience, age, etc. 


to Bex 723 
Advertiser’s Weekly, 180 Fleet St., EC4 


REPRESENTATIVE REQUIRED for 
expanding firm of Silk-screen Printers. 
comm Experi- 

first class men only 


ence 
need apply. 
Box AP Ra. Weekly 180 Fleet St BC4 


to CHA 8844 (Ex 23) 
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SEPTEMBER 13, 1951 


APPOINTMENTS VACANT 


No boredom in this job. First and 
foremost we want an Artist, but he 
should also possess qualifications in 
the following order :— 


1. Experience in cardboard point-of- 
sale productions (design andlor 
construction). 

2. A quick appreciative sales sense and 
ability to work accurately to 
briefings. 

3. A flair for selling copy. 


This is a permanent progressive post 
in congenial company in a growing 
organisation near Fleet Street. The 
man we want will be a rapid working 
artist who intends his work to sell. 
Applications apply to: 
Box 724 

Advertiser's Weekly, 180 Fleet St., E.C.4 


REPRESENTATIVE REQUIRED for 
West of England and South Wales for 
Advertising and Display Service for 
Retailers. Established connections but 
position requires a real conn angel able 
to advise clicnts on newspaper ver 
tising probiems. Write, giving full de- 
tails of experience and if car available, 
to Hallons Advertising Service, ed 
Road, Walthamstow, London, 
ADVERTISEMENT REPRESENTATIVE 
with successful space-selling experience 
is mvited to write to old established 
technical publishers for a position which 
offers cemarkable scope and excellent 
prospects Ability, enthusiasm and 
ambition directed by plenty of energy 
is needed as this appointment is 
imtended to be a permanent and pro- 
gressive one. 
commission. Pensio % 
full details of age and selling experi- 


ence to 
Box 731 Ad. Weekly 180 Fleet St BC4 


have vacencies for 
(1) GOOD GENERAL ARTIST 
experienced in retouching, 
illustration and normal 
agency work. 


(2) TYPOGRAPHER—must be 
accurate worker capable of 
preparing good adaptations. 
jWrite or phone 
SMEE’S ADVERTISING LTD. 
3/5 Duke St., Manchester Sq., W.! 
Telephone Welbeck 0774 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


YOUNG LAYOUTCCOPY-IDEAS man 
with agency experience; able to prepare 
clients” roughs, and with a sound 
knowledge of _mpoeraphy Particulars 
of age, experience salary required 


Box 600 Ad. Weekly 180 Ficet St BC4 


Copywriter 


WITH MAIL - ORDER 
AND DIRECT - MAIL 
EXPERIENCE 
REQUIRED 


Leading London Book 
Publishing House requires 
a young educated man who 
can write clear, convincing 
Sales copy. Must be 
good teamworker with 
ideas and initiative. Ex- 
cellent opportunity in a 
progressive House for 
right man who may at the 
moment be seeking to 
improve 

prospects. 
fidence, 
ence, 


his scope and 

Write, in con- 
stating experi- 
age and salary 
required (send no speci- 
mens in first instance) to 


Box 728 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRODUCTION: Experienced man _re- 
quired by Agency specialising in techni- 
cal and industrial advertising. Applicants 
should have a thorough knowledge of 
type, print, block-making. artwork and 
casting type, also preparation of 
printer's layout The position carries 
top salary and is a five day week with 
g00d working conditions. Write 
stating ase, experience and salary re- 
quired 
Box ssi. ‘Ad. Weekly 180 Fleet St BC4 


THERE IS A VACANCY for a keen and 
energetic 


technical and consumer accounts, in 
small London Agency. Full ‘particulars 
and salary expected, please, 
Box 738 Ad Weekly 180 Fleet | St BCs 
LETTERING ARTIST required immedi- 
ately by Commercial Studio 
working conditions an 
offered to top class man 
first instance, giving agc, 
evious experience 
x 618 Ad. Weekly i Ficet St_BC4 
HIGH CLASS COLOU PRINTERS 
require first class rd and General 
Designer. Must be clean and quick 


worker 
Box 737 Ad. Weekly 180 Fleet St BC4 
GROUP OF WELL KNOWN constantly 
developing journals always has room 
for young space-salesmen. So, if you 
would like to join an organisation that 
would offer you every opportunity to 
rise to the top, send details of yourself 
to the General Manager, 

Box 666 Ad Weekly 180 Fleet St EC4 
GENTLEMAN cequired to obtain Indus- 
trial Advertising for leading Jour: 
Must be accustomed to contacting at a 
Directorial level. Terms according to 
qualifications. Write, in strict con- 

fidence, to 
Box 608 Ad. Weckly 180 Fleet St EC4 


salary ‘and 


’Phone your Classifieds 


ADVERTISING MANAGER 


Henry's require man or woman, 
age 25 to 35, to be responsible 
for their press, poster and 
internal publicity. Must be able 
to write good copy and have 
experience of layout. Imagi- 
nation, ideas and initiative are 
required for this interesting 
position in which there will be 
— scope. Apply: Managing 

rector, 

HENRY’S STORES LTD. 
Market Street, Manchester 


SPACE BUYER: Vacancy cxisss in a 
London Advertising Agency for a young 
lady with previous experience of space 
buying, to take over the position of 

She should have 


be a shorthand typist. 
very good salary ons a 


5-day ° 
Box 699 Ad. Weekly 180 Fleet St BC4 


ARIST required by fully 
Aaverising Agency. Abie 
design, retouch, create 
no figure work. Philos. 
House, Craven Road, Padding- 


AMBITIOUS YOUNG MAN (about 20), 
London Ad- 


Salary 
will increase with abilities. Apply in 
writing, giving full details of education, 
ctc., to Gilbert Advertising Lid., 10 
Norfolk Street, London, W.C.2 

TECHNICAL WRITER—An ecxcepilonal 


technical writing to extend his experi- 
ence of this and other forms of first 
Class maccutical and medical pro- 
Paganda. Congenial, permanent and 
Progressive in Caeeeet London 
wih a S-day week. y two 
Fullest details of career, 
in confidence, to 
Box 740 Ad. Weekly 180 Fleet St BC4 
PERSONAL SECRETARY/ASSISTANT 
for Art Director of Advertising Agency. 
interesting position requiring intelli- 
gence and initiative. Reply with full 
riculars to 
ox 707 Ad. Weekly 180 Fleet St BC4 
(ENT MANAGER 
Substantial 


Opportunity may also extend to 
another journal with big prospects. 
Directorship will be me to a man of 
sound business abili 
Box 732 Ad Weekly” | 180 Fleet St BC4 

SALESMAN DRIVER circulation repre- 
semtative wanted for London area, by 
newspaper publishing house 
Box 753 Ad. Weekly 180 Fleet St BC4 

SPACE SALESMAN for sircet maps re- 
quited tor London and Home Counties. 
Good media Ring AMB 

__1491. 

YOUNG MAN with knowledge of hand- 
ing out blocks required in the Produc- 
tion Depa oe ~~ monthly trade 


magazine. Replies 
Box 735 Ad. 4. Weekly. 180 Fleet St BC4 
Quick, 


= roughs of more importance than 
fini Good knowledge of type. 
Ability to suggest a figure. Write or 
hone for an interview, giving details 
Dected. 


and terms. 


Opp ctunity awaits 
artist with 
pm any 


young layout 

agency experience 

oo an asset 
Director, 

ADVERT TISING LTD., 73 High Street, 
ite RINNE —E & co. Us. 
ISHERS) LTD., require an advert 
ment clerk (Female) with considerable 
experience of make-up for thei annual 

teterence books. 
oving details of age, experience and 
ary 
i NOR PADVERTISEMENT | REPRE 
TATIVE wante 


ADVERTISER'S WEEKLY 


APPOINTMENTS WANTED 


A really versatile 


COPY & IDEAS 
MAN 


of wide experience would 
like to hear of an agency 
position offering plenty of 
creative responsibility. Own 
visuals, to detailed pencil 
stage. London only. 


Box 727 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SISTANT  -_— small mote 
Printers 3, ondary 
A.C.CS., an “aoe 
Seeapaess and scope for initiative; com- 
plete grasp of printing, office eagnal- 
aon ny and cost acc 
organ used controlling staft 
Box” 71S Ad. Weekly 180 Fleet St BC4 


IDEAS MAN 
seeks opening in publicity, but is 
prepared to consider an agency 
copy-writing job in which work he 
has also had some experience. 


Box 725 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PHOTOGRAPHIC RATARIENTA TEE 
(experienced), Good macts. Publi 
city and Fashion ‘Qualified to control 

or sal 


cs. 
_ Box 698 Ad. Weekly 180 Fleet St BC 4 
YOUNG MAN, 20, secks position. Letrer- 
ing and layout artist, experienced 
Box 741 Ad. Weekly 180 Fleet St BC4 


LOOKING 
FOR ME? 


Production Manager, 25 
similar prsition, of one 
Assistant Accoum Exccutive. 
years’ general Agcncy ex 
locluding Production / Tra 

wol with large aoner ‘and. Assis- 
tamt to Direc of smaller 
agency. Also 2 ‘years Sales cx- 
Perience. 


Box 726 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


LETTERING & LAYOUT ARTIST 
(part-time), wishes © contact new 
clients. Write, 

__ Box 713 Ad. Weekly 180 Fleet St BC4 
APPOINTMENT as P.R.O. wanted by 
young, —— Public Relations 


Py known group | pect me 
pers in London. — ite quickly, 

stating age and expcric 

Box 736 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


GENERAL ARTIST (lady), colour work, 
layout and iilustration, seeks 
Photography. Special 

in production of animated 


Box 744 Ad. Weekly 180 Fleet St EC4 
ARTIST-TOP FLIGHT scraper and line 

Specialist at present with large agency, 

seeks change 

Box 578 ‘Ad. Weekly 180 Fleet St Es 
USEFUL GENERAL ARTIST 

situation with a provincial or Coast 


Studio or Agency. 
Box 730 Ad. Weekly 180 Fleet St BC4 


is also capable editor 
Box 673 Aa. Po Weekly 180 Fleet St BC4 


ART 
DIRECTOR 


desires new appointment 

He is considered to be out- 
standing in his creative ability, 
and would be an asset to a 
medium-sized Agency wanting 
original sound selling ideas. 
Overseas or European appoint- 
ment considered. 


Box 5743; 


1 AM OFFERING my services as a 
first-class copywriter and layout man, 
plus an extensive production knowledge 
gained from |5 years’ solid and invalua’ 
experience. Now 37, | seek a post where 
| may use this experience in loyal, 

and enthusiastic service. Please reply to 


Box 722 
Advertiser's Weekly, 160 Fleet St., E.C4 


iser’s Weekly, 180 Fleet St., £.C.4 


ENCED COMPOSITOR, 30. re- 
wy ition Advertisias Department 
Int. & Final, Layout, Proof 
Marking. knowledge Process, used to 
colour work Held position as over 
seer. Driving Licence South pre- 


ferred. 
Box 721 Ad. Weekly 180 Fiect St BC4 
(Continued on page 489) 


to CHA 8844 (Ex 23) 
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A Younger Budget Film scheme can be planned to fit any appropriation and every need. 


IT IS POSSIBLE to deliver your message in 20, 30, 40 and 50 ft. films and filmlets (screening 
times 13, 20,27 and 33 seconds) in full colour, in black and white or in a combination of both. 
Cost of exhibiting ranges from 2/- per thousand viewers for a 20 ft. film to 5/- per thousand 
for a 50 ft. film. Exhibiting costs are the same for black and white or colour. 


IT IS POSSIBLE for Youngers to supply as many copies of filmlets as necessary to ensure 
your complete coverage, and also to accept copies for exhibition in Younger cinemas. 


IT IS POSSIBLE to produce a filmlet in colour from art work for as little as £30 — live 
action would cost around £160. 


IT IS POSSIBLE for your black and white film to be on the screen within 2 weeks from 
approval of the scenario — colour takes a little longer. 


IT IS POSSIBLE for you to see a demonstration of npr Budget Films and Filmlets either 
in London or your own town at any time, without any obligation whatsoever. 


A brochure giving details of coverage, cost and film production, together with a list of 
cinemas from which to make your choice will be sent on request. 


YOUNGER | PUBLICITY SERVICE Lro 


28 ALBEMARLE STREET - 


LONDON WI «+ REGENT 6593 
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